oie Buyer-Seller 


Air Squabbles on Trade 
Zones, Extending Audits, 
Qualitative Measures 


Cuicaco, Oct. 27—Although the 
nnual meeting of Audit Bureau 
f Circulations members here orig- 
ally was expected to be devoid 
f fireworks, underlying differ- 
ces of opinion between various 
roups of media and buyers of ad- 
ertising, as well as within the 
edia groups themselves, cropped 
p in almost every session. 

For example: 

1. At the morning session yester- 
ay, Phillips Wyman of McCall 
orp., and a former ABC director, 
mecused the ABC of “functioning 
1950 as if we were still living 
1914,” and urged the organiza- 
ion to give less attention to the 
urely auditing function and more 
ttention to other problems. 


2. He was followed by W. B. 
‘otter, advertising director of East- 
an Kodak Co. and past president 
f the Assn. of National Advertis- 
rs. In a tough and forthright 
beech, Mr. Potter accused sellers 
f printed media of ignoring the 
Bgitimate demands of buyers of 
pace for more information; he 
ored the refusal of magazines to 
ngage in tripartite research on 
eadership, and the fact that “the 


Advertising Age , 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


Disagreements 


rop Up Again; Kynett New Prexy 


only element in the ANA’s recent 
statement on circulation audits and 
magazine audience research that 
many of you could bring your- 
selves to praise’ was the intro- 
ductory statement that “the ABC 
is the indispensable foundation of 
sound buyer-seller relationships 
in printed media.” 

3. A stinging resolution censur- 
ing the ABC board for changing 
the rules on determination of city 
and retail trading zones which was 
supposed to have been introduced 
at the newspaper departmental 
session in the afternoon was con- 
siderably watered down to pro- 
vide an unofficial committee of 
newspapers to further explore the 
situation, but the underlying dis- 
pute was emphasized by the fact 
that both the advertiser and agen- 
cy divisions adopted resolutions en- 
dorsing the action of the ABC 
board in this area, and expressing 
“complete approval” of the board’s 
handling of the situation. 


a 4. The advertising agency divi- 
sion also adopted a resolution say- 
ing that “we reaffirm our belief 
that there should be a breakdown 
by occupational’ groups, and that 
essential unpaid distribution should 
be shown.” The newspaper divi- 
sion had previously expressed its 
opposition to any occupational 
breakdown of unpaid circulation, 
(Continued on Page 55) 


Rash of Protests Made 
Against FCC Decision; 
Court Hearing Oct. 30 


NEw York, Oct. 27—Color has 
prompted television’s bitterest 
ontroversy but this week the TV 
war was being fought on a black 
nd white battleground as various 
actions splashed the newspapers 
ith full-page ads to forward 
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their causes. 

On Monday (Oct. 30) the scene 
will shift to a Chicago court room, 
where Federal Judge Philip L. Sul- 
livan will open hearings on Radio 
Corp. of America’s motion for a 
temporary restraining order to 
halt the advent of commercial 
color video. RCA has asked the 
court to set aside the Federal Com- 
munications Commission’s order 
authorizing the use of the CBS 
color system for commercial tele- 
casts after Nov. 20. 

A similar suit filed in New York 
by Pilot Radio Corp. was dropped 
after RCA instigated legal action. 


a CBS, meanwhile, announced 
that it will intervene in the court 
dispute in behalf of the FCC. The 
broadcasting company also is 
faced with a suit of its own 
brought by Sightmaster Corp., a 
New York TV set manufacturer, 
which asked $750,000 in damages 
from the network. 

Sightmaster charges that state- 
ments by Columbia suggesting that 
the public can save money by 


59 | postponing their video set shopping 


six months in order to be able 
to buy color-equipped sets have 
injured its business. 

This money-saving suggestion 
was advanced by Frank Stanton, 
CBS president, a couple of weeks 
ago in a radio address. Arthur 
Godfrey, Columbia’s Mr. Big, has 

(Continued on Page 58) 


VICTOR HAS 


sa ton seme wacmens 


. PAC mine CO kenge 16 Htmews 


NEW MODEL—This Nov. 16 Saturday 

Evening Post ad opens a new “Victor 

Has What It Takes” campaign, via John 
W. Shaw Advertising. 


Two Newsprint 
Prices Exist 
After Raises 


International Paper's 6% 
Boost Follows Previous 
10% Increase by Others 


New York, Oct. 26—With In- 
ternational Paper Sales Co., lead- 
ing Canadian newsprint producer, 
raising its price $6 a ton to $106, 
New York delivery, effective Nov. 
1, following increases of $10 a ton 
by five other Canadian mills, 
there is now a two-price news- 
print market for the first time in 
the memory of local mill repre- 
sentatives. 

During the week, Consolidated 
Paper Corp., second largest Can- 
adian producer, St. Lawrence Pa- 
per Mills Co. and Great Lakes Pa- 
per Co. advanced their prices $10 
a ton, following a similar hike a 
week ago by Powell River Paper 


(Continued on Page 8) 
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An AA Nationwide Staff Roundup... 


Dealers Optimistic 
Despite Credit Curbs 


Most Believe Appliance Sales Will Stay on 
High Plateau; Fear Excise Tax on TV Sets 


Cuicaco, Oct. 26—Despite the expressed fears of appliance manu- 
facturers and trade associations over the new 25%-down-and-15- 
months-to-pay credit regulations, retail dealers are optimistic over 
sales. Dealers expect business to shrink somewhat, but most of them 
did not expect their recent roaring sales to continue indefinitely any- 


how. 


Despite the yells about color TV by manufacturers, dealers are find- 
ing it relatively easy to convince buyers that color television is far 
enough off so that they should not hold off on purchase of a b&w re- 
ceiver. (But if Arthur Godfrey makes any more cracks like his recent 
one, suggesting that TV purchasers “wait six months and get color TV,” 
he’s going to be the most unpopular gent in retail appliance circles.) 

These are the highlights of an investigation by Apvertisinc AGE 
staff writers on Monday and Tuesday of this week among more than 
150 appliance and radio-TV dealers in Boston, New York, Washington, 
Cleveland, Chicago, Minneapolis, St. Louis, Dallas, Seattle, San Fran- 


cisco and Los Angeles. 


Many More Federal 
Curbs Announced 
for Durable Goods 


WASHINGTON, Oct. 26—Ameri- 
ca’s durable goods boom reached 
the end of the road this week, as 
government agencies moved rapid- 
ly ahead with regulations diverting 
materials into the preparedness 
program. 

Some slackening, particularly in 
automobiles, had already become 
noticeable, as a result of the 15- 
month time limit on instalment 
sales established by the Federal 
Reserve Board. 

At the week’s end, more strin- 
gent controls were on the way: 

1. Radio, TV and appliance 
manufacturers were notified that a 
15% to 30% cutback in their supply 
of critical materials is in the works, 

(Continued on Page 4) 


Last Minute News Flashes 


Taylor Claims ‘First’ with Bleed Column Ads 


New York, Oct. 27—W. A. Taylor & Co., a subsidiary of Hiram 
Walker Inc., claims a “first” in alcoholic beverage advertising in the 
use of ten outside column, all-bleed ads in a variety of colors appear- 
ing on consecutive pages in the November and December issues of 
Cosmopolitan. The ads will boost such beverages as Old Smuggler 
Scotch, John Jameson Irish whisky, Courvoisier cognac, Pol Roger 
champagne and Valliant wines and vermouths. Ads ranging from col- 
umns to pages also will appear in ten other magazines. Charles W. Hoyt 


Co. is the agency. 


Studebaker to Launch Drive Introducing 1951 Models 


SoutH BEND, INp., Oct. 27—Studebaker Corp. is expected to introduce 
its 1951 models to consumers early in November, using the broadest 
newspaper campaign ever scheduled by the company in an introductory 
drive. Roche, Williams & Cleary, Chicago, is the agency. 


Echols Leaves Grant; Cole Heads N. Y. Office 


New York, Oct. 27—David H. Echols, executive vice-president of 
Grant Advertising and head of the agency’s New York office, is re- 
signing, effective Nov. 1. He is being replaced by Robert Cole, for- 
merly director of Brazilian operations, who will be vice-president in 
charge of the New York office. Mr. Echols has been in charge of the 


Army account. 


Morris Directs Marketing at Weintraub 
New York, Oct. 27—John B. Morris, of W. H. Weintraub & Co.’s 
executive staff, has been appointed director of marketing. He was for- 
merly national sales manager for Helbros Watch Co. 
(Additional News Flashes on Page 59) 
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w Although it is too early to get 
a clear picture of what the new 
restrictions on credit are doing to 
the appliance situation, and there 
are many complicating factors, the 
majority of retailers queried ad- 
mit that business has been re- 
markably good and seems likely 
to stay that way, even though it 
may slide off somewhat from re- 
cent astronomical heights. 

In general, dealers report that 
for the past’ week or ten days vol- 
ume has been below the first two 
weeks of this month (when big- 
ticket appliances moved at a fur- 
ious rate to beat the deadline on 
the new credit restrictions), but 
still seems equal to or better than 
last year’s volume. 

This optimistic picture is not 
unanimous, however. There are 
a number of dealers—particularly 
those selling primarily to lower 
income groups on credit—who in- 
sist that business has gone to the 
dogs. 


a The TV receiver picture is also 
complicated, with some dealers be- 
lieving that the imminence of the 
10% excise tax on TV sets (to go 
into effect Nov. 1) is currently 
providing an effective offset to 
hold-back attitudes engendered by 
both the credit restrictions and 
the flurry over color. 

Almost unanimously, TV dealers 
believe that the 10% excise tax 
will hurt sales more than either 
the credit restrictions or the color 
controversy. Some are convinced 
that manufacturers’ prices will 
have to be reduced somewhat to 
absorb the shock of the new tax. 

Understandably, the color TV 
problem seems to vary in impor- 
tance with the degree of existing 
set saturation in the market. In 
Washington, for example, where 
set saturation is already high, most 
dealers report color as a serious 
deterrent to sales. In San Francis- 
co, on the other hand, where set 
saturation is low, dealers were 
still talking about “taking weeks 
to fill the existing backlog.” 


@ Reactions, of course, varied 
(Continued on Page 43) 
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Track Shoes Needed 
by Lucky Strike’s 
Commercial Cast 


New York, Oct. 27—Busiest 
people in town tomorrow night 
will be the “Be Happy-Go Lucky” 
commercial cast: Snooky Lanson, 
Dorothy Collins, Raymond Scott’s 
Quintet and three producers from 
Batten, Barton, Durstine & Osborn. 
They'll be on the go from 11:15 
a.m. to 11 p.m., shuttling back 
and forth between 42nd and 60th 
Sts. 

The cast starts its grind with a 
Center Theater rehearsal for “Your 
Hit Parade,” which will be tele- 
vised from 10:30 to 11 p.m. The 
rehearsal ends at 3 p. m. 

From 4:30 to 5:30 p. m. the com- 
mercial kids will be at Studio 41 
on 42nd St. rehearsing for the Jack 
Benny Show, which will be tele- 
vised from 8 to 8:45 p.m. via 
CBS-TV. At 6 p.m. they stage 
a dress rehearsal for the opening 
Benny commercial. Then they dash 


for Studio 60, at 60th St. and 
Broadway, for a dress rehearsal on 
the closing Benny commercial. 


s By 8 p. m. they’re back in Studio 
41 to do the actual opening com- 
mercial for Benny. A few minutes 
later they’ll be racing to Studio 
60 to do the closing commercial. 

When the Benny show ends, the 
“Be Happy” group rushes to the 
Center Theater again to do a dress 
rehearsal for “Your Hit Parade.” 
They quit when the “Parade” cam- 
eras cease grinding at 11 p.m. 
(Earlier in the week they recorded 
the commercial for the radio ver- 
sion of “Hit Parade.’’) 

But the group can’t collapse just 
yet: it still must do a “Be Happy” 
commercial on Sunday night on 
“This Is Show Business” (CBS- 
TV). 

Be Happy-Go Lucky! 


WBZ Names Harrison 


WBZ, Boston, has named Roger 
Harrison, former station farm di- 
rector, to its radio and television 
sales staff. 


Haller Names Hirschfeld 


Harold Hirschfeld, former cen- 
tral division sales manager of W. 
A. Haller Corp., Philadelphia, a 
Publicker Industries subsidiary, 
has been named general sales man- 
ager of the company. He succeeds 
Newton Kook, who has resigned. 


Resnick Joins Greenwood 

Herman Resnick, who recently 
resigned as advertising manager 
of Hearns department stores, has 
joined J. W. Greenwood Advertis- 
ing, New York, as head of the 
agency’s retail division. 


Frank Junnel Joins KEYL 

Frank Junnel, formerly com- 
mercial manager of KCBD, Lub- 
bock, Tex., has joined KEYL 
(TV), San Antonio, as commercial 
manager. He succeeds Sherrill 
Edwards, who has resigned. 


Inland Press Elects Four 

The Inland Daily Press Assn. 
has elected to membership the 
Times-Herald, Alliance, Neb.; Ida- 
ho State Journal, Pocatello, Ida.; 
News-Telegraph, Atlantic, Ia., and 
News, Lewistown, Mont. 
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They flock to the newsstands twice a year, 


plunk down 35¢ for just one thing —specific 
information on ail the angles of building, 
buying, equipping and furnishing homes. 

That's all Small Homes Guide gives them. 
There is no other inducement for buying 


the magazine. 


No wonder that advertisers find, again and 
again, that Small Homes Guide's circulation 
is the most productive in the new-home 
field . . . and it remains productive for each 
new issue attracts more than 125,000 mew 
families—new customers about to acquire 
their own families dwellings. 


That's why Small Homes Guide stays on 
wise advertisers’ schedules, issue after issue, 
year after year. Be sure it’s on your sched- 


ule for 1951. 


82 West Washington Street 
Chicago 2, Illinois 


buying goal Li 


The budget-must for 
building materials, 
equipment, decorations, 
furnishings, financing, 
‘nsurance. 


ARF Reports on ‘Chemical Engineering's’ 
Readership, 4th in Business Paper Study 


New Yorx, Oct. 27—The Ad- 
vertising Research Foundation’s 
audience and readership survey of 
the March, 1950, issue of Chemical 
Engineering was released today, 
It marks the third successive 
month that reports have been pub- 
lished by the ARF in its Continu- 
ing Study of Business Papers. 

The current survey, No. 4, com- 
pletes the business paper studies. 
An executive management paper 
study will be released in Novem- 
ber on Business Week (AA, Sept. 
18). 

Of the 330 persons interviewed 
in the Chemical Engineering study, 
97% read one or more of the ad- 
vertisements measured; and 99% 
one or more of the measured edi- 
torial items, exclusive of pictures. 


ws Readership figures for the 20 
highest scoring advertisements 
ranged from 56% to 31%, result- 
ing in an average score of 38%. 
Scores for the 117 ads of one- 
quarter page and larger ranged 
from 56% to 5%, giving an aver- 
age readership of 22%. 

Readership scores for the 20 
editorial departments measured 
ranged from 71% to 19%, with an 
average of 38%, while the figures 
for the seven feature articles 
measured ranged from 48% to 
25% and averaged 35%. 

More than two-fifths of the 
potential readers said they regu- 
larly pass along their copies of 
Chemical Engineering to other per- 
sons. A total of 40% of the pub- 
lication’s readers receive their 
copies at their homes; 26% receive 
copies at théir places of business, 


Advertising Age, October 30, } 


and 34% receive copies on a ro 
list. 


ws The survey disclosed that 66 
of the publication’s readers py 
chase parts, 63% buy supplies, 
58% purchase plant equipmer 
(Some of the readers purcha 
more than one type of material) 

Of those who either buy g 
recommend purchases, it was dij 
closed, 79% usually specify 
make or brand of equipment , 
supplies. Only 21% of those wh 
answered this question replie 
that they do not usually spe 
by brand. 

The Chemical Engineering stud 
conducted by the foundation 
preceded by a survey on Auto 
motive Industries, published ; 
April, 1949; on American Build 
issued last August, and on A 
ican Machinist, released in Sep 
tember. 


Appoints Shephard & Edwar 


Stainless Steel Products (Cg 
Pittsburgh, has appointed Shep 
hard & Edwards, New York, 
handle its Challenger combinatic 
storm doors account. J. Gene Obs 
ler has joined the agency as 
count executive. 


‘Atlantic’ Appoints Allen 

The Atlantic Monthly, Boston 
has appointed Allen & Rutherford 
Chicago, as its midwestern adve 
tising representative. 


Robert Farnham Changes 
Robert Farnham, formerly wi 
Al Paul Lefton Co., has joined the 
copy department of Lewis & Gil- 

man Inc., Philadelphia. 


* According to latest sales figures . . . 


Almost everything 


sells better in the | 


Growing Greensboro Market 


exception ; WILLIAMS’ WUNDA WASHER 


MAKING SALES in the South’s Leading State is easy—if you 
use the medium that taps one-fifth* of North Carolina’s retail 


sales. . 


. » That’s what you can do in the Greensboro 12-County 


ABC Retail Trading Area with the GREENSBORO NEWS and 
RECORD! .. . Over one-sixth of the state’s people live in these 
12 rich, productive counties—labelled by Modern Industry mag- 
azine as the “9th Market in the Nation” in percent of increase 


in retail sales, 1948 over 1938. . 


. . Are we on your schedules? 


The only medium with 70% coverage in the Greensboro 12-County 
ABC Area, and selling influence in more than 1/> North Carolina! 


*Sales 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 


Management Figures 
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The Bridal Market is 
too important in terms os . 
present and future sales 


to ignore... Or to try 
to reach second-hand — 


Your advertising in 
Bride’s Magazine reaches 
1 out of 3 of all brides 
in America...or the 
brides from 14,000,000 
U.S.A. families. 


To reach “first-hand” more than 500,000 brides at the very time of making their first brand 
decisions...to reap the full crop from the seeds you have sown through your 
“general” advertising, include The Bride’s Magazine and The Bride’s Reference Book in the 


plans you are now considering. For supporting facts write, wire or phone...... 


Brides House, in. 


PUBLISHERS TO THE BRIDES OF AMERICA 
The Bride’s Magazine +» The Bride’s Reference Book » The Bride’s Notebook « The Bride’s Book of ktiquette 
MUrray Hill 2-1490 + 527 Fifth Ave., New York 17, New York 


Your advertising in 
Bride’s Reference Book 
reaches the brides from the 
top 4 million U.S.A. families... 
or 1 out of 10 
of all the brides in America. 
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Harcon’s Promoting America’ Ads 
Sold to Advertisers on Franchises 


New York, Oct. 26—A new pro- 
ject designed to bring distinctive 
public relations copy to newspa- 
pers, and to permit local sponsor- 
ship on a franchise basis, was un- 
veiled this week by Harcon Inc., 
a new company described as “pro- 
moting America to Americans.” 

Harcon is the project of Harold 
L. Goldman and Conrad J. Renner, 
formerly advertising executives on 
the defunct New York Sun, and 
Walter Weir Inc., advertising agen- 


everyday experience, generally 
taken for granted, rather than in 
economic cliches which have 
neither broad application nor gen- 
eral understanding or apprecia- 
tion.” 

One newspaper in a city will be 
franchised to offer these adver- 
tisements, with the exception of 
New York, where two newspapers 
have been franchised to offer 
widespread coverage. Also made 
available to advertisers are pam- 


cy. phlets containing illustrations and 
A series of 52 full-page ads/| texts of ads, and a frame for indi- 
called “Portrait of America,”| vidual ad display. Participating 


newspapers will obtain all mater- 
ials from the Harcon office at 250 
W. 57th St. 


which newspapers will offer to 
local advertisers and organizations 
for sponsorship, is planned. 


w Layouts leave space for tie-in 
copy which may be used by the 


ws The purpose of these ads is “to 
interpret democracy in terms of 


local advertiser for “spot” an- 
nouncements of pertinence to the 
campaign in general, or relating to 
his own company. The local angle 
is unique in this type of promo- 
tion, Mr. Renner says, and has 
met with favorable advertising re- 
ception, especially in plant cities. 

“Portrait of America” will run 
in four 13-week series, titled “A 
Good Place to Live,” “Our Rights 
and Privileges,” “The Wonders We 
Enjoy” and “Opportunities of the 
Future.” Copy contains such sam- 
ple Weir headlines as, “The man 
who beat the government,” “Did 
you ever suspect your mailman?” 
and “What a wonderful land to 
fail in.” 


ws Newspapers’ fees to Harcon are 
3% of the base full-page rate. The 
first ad ran in the New York 
Daily News Oct. 12, sponsored by 
Sachs Quality Furniture, a fre- 
quent public service advertiser, 
which is underwriting the initial 
13-week series. 


Other papers signed up so far 


are: Chicago Tribune; Cincinnati 
Enquirer; Dallas Morning News; 
Deseret News, Salt Lake City; New 
York Times; Philadelphia Bulle- 
tin; Journal, Portland, Ore.; San 
Francisco Chronicle, and St. Louis 
Globe-Democrat. 


Appoints Williams & Saylor 


Emerol Manufacturing Co. has 
appointed Williams & Saylor, New 
York, to conduct a broadened 
program on the company’s line of 
Marvel lubricating oils and In- 
verse oiler for cars. Consumer 
magazines, newspapers, television, 
trade publications and direct mail 
will be used. Humbert & Jones was 
the previous agency. 


Owen Leaves ‘Post Standard’ 


Ernest L. Owen has resigned as 
president and publisher of the 
Post-Standard Co., Syracuse, N. Y., 
publisher of the Syracuse Post- 
Standard. Richard H. Amber, as- 
sistant to the vice-president and 
treasurer of Fairchild Publications, 
New York, will succeed Mr. Owen 
as manager. 


IN THE INSTITUTIONS FIELD... 


The Publications 

of products used in the 
following types of insti- 
tutions: 


Hotels 

Hospitals, Sanitariums 

Colleges and Universities 

Schools 

Industrial Institutions 

Army, Navy and Govern- 
ment Buyers 

Restaurants, Cafeterias 


Dealers, Jobbers, Supply 
Houses 


Railway Systems 

Airlines 

Asylums, Munici and 
State eo 

Office and Public Build- 
ings 

YMCA‘s, YWCA’‘s and 
YMHA‘s 


City and Country Clubs 

Utilities 

Architects, Engineers, 
Decorators and De- 

signers 


Other Institutions 


a ee Magazine 
FOR EFFECTIVE MONTHLY COVERAGE OF 
BUYERS and SPECIFIERS 


Gicltitons Chiles Directory 


FOR YEAR-ROUND CATALOG PRESENTATION 
TO BUYERS and SPECIFIERS 


Large consumers and big buyers in both Government insti- 
tutions and Civilian institutions constitute the readers of 


INSTITUTIONS MAGAZINE and users of INSTITUTIONS 
CATALOG DIRECTORY. Faced with the same problems 
of the mass feeding and mass-housing of millions of 

people daily, they find the answers to their common prob- 
lems of food service, equipping, furnishing, maintaining, 


Procurement Officers, 
Corps of Engineers 

District Chiefs, 
Ordnance Districts 


Commanding Officers, 
U. S. Arsenals 


apes Services ] noone 


Gamnaiinaa Simendin, 
Pethesion Of 
Purchasin: 


Supply and Sectinaes 
visions 


Navy Purchasing Offices 


Bureau of Yards and 
Docks Supply Offices 


Bureau of Shi; 


Aviation Supply Offices 


Dopewtmetat 6 of the Navy 


CONSULT YOUR 


remodeling and expansion in these two publications. As 

sources of buying information, both publications are 

unparalleled as they are the only ones serving all seg- 
ments of the institutions field. 


Following are types of procurement offices being 
reached by INSTITUTIONS PUBLICATIONS: 


Air Material Commands 


Laboratory Offices, 
Contracting Division 


Officers in Charge, 
U. 8S. Shipyards 


Officers in way od 
Naval Supply Depots 


Officers in Charge, 
Naval Air St 


Depot Quartermasters 
Public Buildings 
Administration 
Supply Division 
Veterans Administration 
U. S. Maritime 
Commission 


Army and Navy 
Exchanges 


ADVERTISING AGENCY 


Your Advertising Counsel can render an indispensable service 
in planning the solution to one of your most important and 
basic sales problems . . . That of placing your sales story and 


Ask your agency today. 


product data in the hands of the individual men and women 
who specify or actually place the order for your firm’s products. 


1801 PRAIRIE AVENUE | 


Advertising Age, October 30, 


Many Federal 
Curbs Loom for 
Durable Goods 


(Continued from Page 1) 
and will probably be in effect 
fore Dec. 1. : 

2. The aluminum industry 
asked to make a choice: a ¢@ 
tailment order to keep alu 
out of “less essential” itemg 
an across-the-board cutback 
aluminum quotas. 

3. A new regulation stop 
construction of new buildings 
amusement, recreational -or 
tainment purposes. 

4. A series of programs iny 
ing substantial tonnages of criti 
materials for freight cars and ot} 
important non-military purpo 

Federal Reserve Board was 
ported ready to bolster its ¢ 
sumer credit restrictions with 
ditional regulations limiting ¢ 
accounts, 

The cutback in radio and ap 
ance production will result fig 
an impending regulation limit 
the use of aluminum, cobalt, nie 
and copper. 


= 6) 


= Industry representatives 
ing with National Production 
thority’s chief, William Heng 
Harrison, were told that the m 
mediate cutback would be betw 
15% and 30%. f 

Materials saved as a result of 
cutback will be stockpiled. M 
serious cutbacks are likely ne 
spring when military orders 
gin to get into production. ; 

Even with the cutback, th 
will be no assurance that @ 
company will be able to secure 
quota of critical materials 
civilian use, as companies enge 
in military production or in spe 
cial non-military programs 
have priority on available 
plies. 

Cutbacks apply only to 
of material for civilian goods, D 
fense contractors will receive “ex 
quota” materials. Civilian god 
producers will be free to allo 
their share of materials to wh 
ever products they wish. 


w The crackdown on constructi@f 
covers 44 specific styles, includ 
amusement parks, band standi 
stadiums and theaters of all kiné 
It does not affect radio or TV st 
tions, or display signs. 

NPA said the purpose of the 
striction is “to conserve impo 
tant materials.” Officials warn 
that anyone starting constru 
which is not on the list, but w 
does not further the defense 
fort, “runs the risk of being ul 
able to complete the building.” 


Columbia Adds Stations . 


Columbia Broadcasting Sy: 
is adding two stations to its I 
of AM affiliates. They are WHB 
Anderson, Ind., and WBSR, Pe® 
sacola. CBS radio affiliates n 
number 194. 


Appointed Art Director 


Ernest G. Scarfone, formé 
with Moore & Hamm Inc., has be 
appointed art director of Modé 
Photography, New York. : 


os 


Did Profitable Hobbie 
PAY FOR YOU 


The answeris “Yes” 
you were among theZ 


itoble “28 


Prot 


si 

HOBBIE mail order advertise 
who con here ae 

July Profitable Hobh 

mm It’s high time you @ 
Quiries ever | covered this profitp 
received from | ducing mail order ma 

Frank Linker | azine! 100,000 AB 
Pennsylvania Write for sample cof 


PROFITABLE HOBBIE 


728 Hobbies Buliding, Kansas City 16, M@ 


. a ; ee 
| 
wats | : 
- a 
2 ' - 
Be: | 
e | ee 
[+ ' ie 
ceili ' Ss 
7 al 
Mic Pa Sera ; = = ee aa ; Ly oy 
es sl LA a Se Dial cna eames ol 
a ot ee ao ae 
Bs ees. 7 Ci. ene c. 
: ee U S E ee ; 
ok, ae | ue 
aoa | ba 
Ra | ie 
ae 
i ee " : ee 
: set ee 
a J = —_ ik 
2 ‘Ee . ? ppAves © Z oe ae a 
< ase orc 3 a 
ve —-— eee ae | . 
‘ —- ~. i eagaee : 
- — oe = 
ae , ei 
mal & _— : ee nh 3 
ai -_ ‘ an 
Se _ is 
Ye | se DIRECTORY TS a | : 
a CATALOG OT aaa as 
ee = or ' : 
‘ pa Fano 3 oo 
5 a Zr a eee a 
Ste hip Lines and - > he y < : : 
aap Shiprards ww U a 
—  —— 
a aa > ‘ ee a ; 
ee ~ f ‘ A / { t o A a 
Nee Aha d " Y al 
PUBLICA I ON . 
2 De ; ey: 
: INSTITUTIONS MAGAZINE - INSTITUTIONS CATALOG DIRECTORY | 
2 | oie oom “a Seah i ee Mesen a Eaaratd el Bs ome Bee ayn = Ga Nn Se CHICAGO 16, ILLINOIS fa 
Paice mene cian ete tink er eee ONE es a ge RR 


Swapped, traded and 
bartered! . . . among 
their enthusiasts 
Comics Magazines are 
virtually legal 

tender, get read and 
passed along until 
virtually worn out. 
Thus, Comics Magazine 
advertising is hard 

at work around the 
calendar 365 days of 
the year, with a 
longer life than 

any other newsstand 
publication. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Automotive News 


Almanac Advertising 
for ‘51 
Sure to Reach New Heights 


UP AND UP gues the annual Automotive News 
Almanac in the estimation of the automotive field’s 
media buyers. They’re realizing its potency for year- 
round selling to the Decision Men of America’s 
No. 1 industry. 


HERE ARE THREE GOOD REASONS: 


ALMANAC is the standard source of complete, 
. authentic industry information. 


ALMANAC is referred to all year long for sta- 
tistics, charts, graphs, and historical cata. 


ALMANAC is a buyer’s guide. 


Mailed to all subscribers with the April 30, °51, issue. 
First forms close March 15. 


Subscriptions, costing $8.00 a year, are at an 
all-time high: The circulation now tops 39,000. 


er *No issues— 
te paper rationing. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 


ADVERTISING OFFICES: 


NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak. J. Goldstein Dick Webber R. H. Deibler 
51 E. 42nd St. 360 N. Michigan Penobscot Bldg. 2506 W. 8th St, 

Murray Hill 7-687! State 2-6273 WO, 3-0495. Dunkirk 3-0303, 


New York, Oct. 25—Columbia 
Broadcasting System this week 
announced that it is taking on a 
new responsibility—assisting ad- 
vertisers in merchandising their 
radio shows at the retail level. 

To direct this activity, under 
Louis Hausman, vice-president in 
charge of advertising and sales 
promotion, the network has ap- 
pointed Henry Brenner, formerly 
marketing assistant to the vice- 
president in charge of the grocery 
division, Standard Brands. 

The first project of CBS’ newly 
created trade promotion division 
will be a picture-news mailout 
piece to be forwarded to retail 
grocers and druggists under the 
imprint of the local station which 
serves their territory. Fifteen sta- 
tions have already contracted for 
this service—it will cost them an 
estimated $500 to $4,000 a year— 
and will receive copies of the first 
issue of “CBS Radio Picture- 
News,” which features Arthur 
Godfrey with a Thanksgiving tie- 
in. 


= For the best display picture and 
story of Godfrey product promo- 


CBS Names Brenner to Head New 
Merchandising Service for Advertisers 


. 
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tion the network will award ¢; 
prizes of $100, $50 and $25. Th 
competition closes Dec. 1. (CR 
gives retailers 18 products 
choose from and asks them 
Godfrey’s sake, don’t put compet 
tive products in such a display.”) 
Preparing for Christmas, Colum 
bia has put together a sample wi 
dow display of photographs of jj 
top stars, each of them dregge 
as Santa Claus. Glossy prints , 
the Santas will be mailed to stom 
upon request for the price of $ 
It is suggested that they be 

in a “do you know who these 
radio stars are” window displa 
If the network uses a picture 
one of these displays, the sto 
will receive $10. 

Designed to intensify sponsg 
identification at the store leye 
this merchandising program, ac 
cording to Mr. Hausman, will co 
CBS approximately $50,000 
nually. 

Mr. Brenner will work close! 
with sponsors’ advertising 
sales forces. He will seek to coo 
dinate promotion at the local leve 
on specials featured on CBS broad 
casts. 


National Guard Will 
Seek Additional Ad 
Funds for Spring ~ 


WASHINGTON, Oct. 25—Maj. Gen. 
Raymond H. Fleming, acting di- 
rector of the National Guard Bu- 
reau, revealed today that the Guard 
is asking additional funds to 
bolster its recruiting advertising 
next spring. 
He told the National Guard Assn. 
convention here that the organiza- 
tion’s $298,000 advertising and 
public relations fund was badly 
depleted as a result of a special 
campaign this summer and fall to 
bring federalized units up to 
strength. 
Gen. Fleming said $40,000 
had been spent in special drives 
in areas where National Guard 
units were called to active duty. 
Some units recruited as much as 
25% of their strength during the 
30 days between the time of their 
alert and their induction, Gen. 
Fleming said. 


in the spring will resemble 
special recruiting push which j 
planned through the remainder 
1950, involving newspapers 
radio. The Guard will need 200, 
replacements to maintain 
strength of 400,000. 

Robert W. Orr & Associates ; 
the National Guard’s agency. 


Alport Names Erwin, Wasey 


L. E. Alport & Co., Chicago, U. 
distributor for Furmoto Chemi 
Co., London, maker of Furm 
Non-Slip floor cream and furni 
ture and car polish, has appoint 
Erwin, Wasey & Co., Chicago, 
handle its account. A market b 
market introduction of the prod 
ucts is planned. 


Malcolm O'Mara Joins WLIZ 

Malcolm O’Mara, an organi 
of McGeehan & O’Mara, Ne 
York, publishers’ representativ 
has joined the sales staff of S 
tion WLIZ, Bridgeport, Conn. 


Appoints Meissner & Culver 
Potter Press, Waltham, Ma 

sales books and business forms, h 

appointed Meissner & Culver, B 


He indicated the proposed drive 


ton, as its agency. 


LONG BEACH, 


he’s the biggest 


- -- and she’s built in 


The Long Beach Douglas Plant employs over 8,000 

workers which is but a small percentage of the 

96,000 workers in Long Beach. 
Employment is high. Buying is high. Sales Management’s 
estimate of retail sales for the first six months of 1950 
hit the staggering total of $210,000,000. 

To sell Long Beach and reach this ready-to-buy Market 
ad schedules must include the PRESS-TELEGRAM. 


ONG BFACH 


Press-Telegram 


“The Paper the People . . . and Advertisers Prefer” 


(The C-124, the largest 
cargo plane in production) 


CALIFORNIA 


LONG BEACH. CALIFORNIA 
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Developed to get the greater sales demanded 


by today’s high break-even point= 


JHE CHICAGO TRIBUNE 
CONSUMER-FRANCHISE PLAN 


ALMOST every company today 
has to sell more just to break 
even. Even a slight dip in sales 
may result in red figures. 

More than ever, advertising 
must be relied on to produce 
needed volume. More than ever, 
to be fully effective in producing 
volume, it must be shaped to. meet 
stiffer competition and to cap- 
italize accelerating trends in 
retailing. 2 

From its study of advertising 
and selling in Chicago the Chicago 
Tribune has developed a sound 
procedure that can produce great- 


er sales and a stronger market posi- 
tion for your brand. Through it 
you can cash in on the increasing 
trend towards fewer brands per 
line and self-service. 

You can get larger store inven- 
tories, better shelf position and a 
greater share of the day-to-day 
buying of consumers. You can 
build a consumer franchise effec- 
tively resistant to competitive 
promotion and sales work. 

Highly productive in Chicago, 
the plan can be put into operation 
in any market. It will strengthen 
present successful methods. It 


will win the support of your sales 
staff and distributive organiza- 
tion. Pointed for immediate vol- 
ume returns, it provides a stable 
base for future expansion. 
Retailers are not interested in 
stocking and pushing a brand 
which their customers are not in- 
terested in buying. The Tribune 
plan meets that challenge squarely. 
If you want to know how it 
can be used in your business, a 
Tribune representative will be 
glad to tell you about it. Ask 
him to call. Do it now while the 
matter is fresh in your mind. 


Chicago Tribune 


The World’s Greatest Newspaper 


Sic Ai aiice aN ta eo ees Rina ag ick wile go: | AMR eaten Seem te 
HOS See LS emg See Ree ee Arcee oso. sy 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Two Newsprint 


Prices Exist 
After Raises 


(Continued from Page 1) 
Co. and Abitibi Power & Paper 
Co. (AA, Oct, 23). 


s The $6 hike announced by In- 
ternational, many local paper mar- 
ket men believe, is likely to be- 


come the general price American 
newsprint mills will adopt when 
they finally move to adjust prices. 
To date, no U. S. mill has followed 
the rising price trend of the Cen- 
adian producers. 

Local paper dealers expect Great 
Northern and Crown Zellerbach, 
two of the leading U. S. producers, 
to raise their prices within the 
next few weeks. Local offices of 
both companies refused to con- 
firm or deny the rumor that they 
are about to up prices. 

Increased inquiries for so-called 
spot-stock newsprint are develop- 
ing. A newspaper report here that 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


“premium prices for additional 
newsprint over publishers’ con- 
tract requirements are being re- 
jected by major mills on grounds 
that such extra supply cannot be 
made available,” was laughed at 
in the local market. 

Newsprint “in reasonable quan- 
tities” can be bought in the black 
market, if one has the contacts, at 
$175 to $185 a ton f.o.b. mill, with 
delivery guaranteed within 30 to 
60 days. 


ws AA learned during the week 
that a publisher recently circular- 
ized all Canadian mills for an 
extra supply of newsprint, and that 
he received courteous but firm re- 
fusals in every instance. 

In contrast, another publisher 
personally visited some of the 
Canadian mills and spent a little 
time getting acquainted with some 
of the key executives. As a result 


of his trip, he was able to secure, a 
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few weeks later, a substantial ton- | In 1949, total Canadian exports , 


nage of newsprint through a New 
York jobber at $180 a ton. As local 
market men point out, “It isn’t 
what you do but how you do it.” 

It is also still possible, some pa- 
per brokers say, to buy foreign 
newsprint at about $190 to $195 
c.i.f., New York, with delivery in 
about 90 days. 

Foreign newsprint, however, has 
been arriving in smaller quantities 
this year than last. For the first 
eight months of this year, imports 
from overseas have totaled 112,199 
tons compared with 192,976 tons 
for the same period in 1949, ac- 
cording to Department of Com- 
merce figures. 


s In contrast; Canadian exports of 
newsprint for the first nine months 
of this year totaled 3,654,369 tons, 
of which 3,511,730 tons were de- 
livered in the U. S., according to 
the Newsprint Assn. of Canada. 


picture of a newspaper 


with an unusual 
story to tell 


rors o. 


wee DESERET NEWS 


Cer 


CIRCULATION UP 131% 


92,857. 


Remarkable growth 
in just 3 years. Daily 
circulation now at 
‘all-time high — 


market. 


Nearly 2% times more 
coverage than any other 
evening newspaper in the ; 
Salt Lake - Mountain West 


here’s the story in a nutshell 
y 


The Salt Lake City Deseret News gives you nearly 2142 times more 


coverage than any other evening newspaper in the Salt Lake- 
Mountain West market. 


More and more the best advertising buy in 
the rapidly growing Mountain West market 


National Rep 


SALT 


LAKE CITY 


Circulation has increased more than 131% in three years. 


Daily circulation now stands at an all-time high of 92,857*. 


*Publisher’s 
June 30, 1950 
Interim Statement 


ESERET NEWS 


Serves The Mountain West — Daily and Sunday 


resentative: 


Cresmer & Wo 
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newsprint were 3,586,518 tons, g 
which 3,235,448 tons came to th 
U. S. 

Another development of ftp 
week that some observers regar; 
as significant, and as possibly fore 
shadowing the shape of things 
come, is the report from Englang 
that beginning Oct. 22 the war 
time newsprint ratio system w, 
reinstated for at least six month 
by British Newsprint Supply Cog 
which handles the newsprint pog 
operated by British publishers, 

British newsprint supplies 
reported to be as low as they wer 
at the worst period of the war 
Under the new restrictions, new 
papers will receive newsprint 
tions based on a six-page pape 
and on circulations as they 
during a given period in the fi 
nine months of this year. If 
paper elects to increase its ci 
lation it can do so at the expense ¢ 
size. 


# Harold Wilson, president of th 
British Board of Trade, said dur 
ing the week in London that com 
petition from the U. S. for avail 
able supplies of newsprint was 
least partly responsible for the 
imposition of rationing on British 
newspapers. 

Cranston Williams, general man 
ager, American Newspaper Pub 
lishers Assn., has denied this, 
said that, until recently, the Bri 
ish government “declined to cle 
the dollars to pay Canada for 
newsprint previously contracted 
for.” 

U. S. publishers, he said, aré 
getting newsprint which the Brit 
ish government would not let Brit+ 
ish newspapers have. 


@ An explanation for the current 
price hikes in newsprint has beer 
given by Belard Honerich, finan+ 
cial editor of the Toronto Star. 

“With the Canadian dollar pegged 
at 90¢, the newsprint companies 
earned a 10% premium on JU. § 
sales,” he says. “The free dolla 
has cut this premium in half. In 
stead of a 10% premium, the U. § 
dollar is now worth only aboull 
$1.05 in Canada, and the chances 
are that it may go even lower.” 

Mr. Honerich points out, how- 
ever, that the mills in the last ten 
years have doubled and in some 
instances almost tripled thei 
profits. He says that Powell River 
with net profits in 1943 of $2,361,- 
000, had a net in 1949 of $7,128, 
000, and that Abitibi’s net for the 
first six months of ’49 was $4,520 
000 and for the first six months 0) 
this year was $6,000,000. 

“These are substantial profits,’ 
Mr. Honerich says. “And _ sincé 
they are representative of t 
newsprint industry as a whol 
they question the need of a su 
stantial general increase at thi 
time.” 


as Rep. Emanuel Celler (D., N. Y.) 
chairman of the House judiciar) 
committee, is urging immedia 
anti-trust action against any U. 
newsprint mill that follows 
lead of Canadian mills in raisi 
prices. - 

During the week he has threat 
ened to call an anti-monopoly in 
vestigation of his committee in t 
event of advances by U. S. mi 
and to introduce a bill specifical- 
ly requiring newsprint mills, in 
cluding Canadian, doing busines 
in this country, to keep open fo 
inspection all purchase contract 
for newsprint. 

Inland Daily Press Assn. mem 
bers voted in Chicago this week 4 
seek price relief from newsprin§ 
mills (story on Page 38). 


Pepsodent Names Underwood 

Raymond F. Underwood, former- 
ly sales director of Kawneer C0, 
Niles, Mich., has been named vi 
president and general sales mal 
ager of the Pepsodent division ° 
Lever Bros. Co., New York, @ 
fective Nov. 6. 
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SHORT COPY sells gasoline 


CM, 


“One of the best times to talk to people is when they are in their cars, headed 
toward service stations. So, we use a network of oudoor posters. To 
keep them simple and compelling, we feel that what we leave out is often as 
important as what we put in.” 


M. ANTHONY MATTES 
Manager, Advertising Department 
STANDARD OIL COMPANY OF CALIFORNIA 


S One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 

SLAYTON & COMPANY * THE HARRY H. PACKER COMPANY * BORK POSTER SERVICE 
consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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‘American Mercury’ to Take Ads Again 
New York, Oct. 25—Advertis- , 


ing will be carried in the new 
American Mercury when it makes 


its bow in December, according | 
to Publisher Clendenin J. Ryan. | 


The old Mercury, recently pur- 
chased by Mr. Ryan (AA, Aug. 
14), stopped taking ads last Jan- 
uary. 

Rates for the new Mercury, ef- 
fective through December, 1951, 
will range from $400 for a b&w 
page to $900 for a four-color back 
cover. No ads less than a full page 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Hare Feill &- Company 
11 E.WALTON PLACE « CHICAGO II 


| 


will be accepted. New advertising 
rates for the magazine, which will 
be a member of ABC, will be an- 
nounced next Sept. 1. 

The rate card, which says cir- 
culation is expected to reach 250,- 
000, gives the net paid of the old 
Mercury which ends with the No- 
vember issue, as 45,000. Print 
order for the December issue will 
be 100,000. 


‘American Magazine’ Prints 
Patriotic Color Comics 


The November issue of Ameri- 
can Magazine will carry an 8-page 
comics section in full-color de- 
voted to the life of Eddie Ricken- 
backer. Publisher J. B. Scarbor- 
ough said it will mark the first 


time a national magazine has used | 
the comics technique to dramatize | 


the true meaning of democracy. 


A number of companies and or- | en’s division account. 


ganizations have ordered nearly 
a million reprints of the American 
Storygraph, as it’s called, at $6.50 
a thousand. These include General 
Motors Corp., U. S. Armed Forces, 
General Tire & Rubber Co., Quaker | 
Oats Co., Birmingham Electric, | 
Boys’ Clubs of America and Ki- | 
wanis clubs. Future issues of | 
American will carry Storygraphs 
of other personalities with the aim 
of “rekindling faith in the funda- 
mentals of Americanism and pre- 
serving the freedoms all should 
cherish.” 


To Stubbs & Montgomery 


Reliance Mfg. Co., Chicago cloth- 
ing manufacturer, has appointed | 
Stubbs & Montgomery, Chicago, to 
handle advertising for its women’s 
division. Tentative plans for the 4 
1951 schedule call for national | m 
magazines, trade publications, 
newspaper rotogravure and tele- 


cago, formerly handled the wom- 


A DETROIT FIRST—The Detroit Sales Executives Club’s first Distinguished Sales Ex 
ecutive Award is presented by Walter C. Ayers (left), executive vice-president of 
vision, Earle Ludgin & Co., Chi- | Brooke, Smith, French & Dorrance, to John R. Davis of Ford Motor Co. Mr. Davis im 
resigned, recently, as Ford’s director of sales, continuing as vice-president andi 


board member. 
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mirror is a looking glass 


but Mirror 


is a newspaper 


? 


Her mirror helps a lady to look her best. But her Mirror 
keeps a gal informed. And which one is meant, all de- 
pends on whether a capital or a lower-case initial is used. 


The use of an upper- or a lower-case initial makes all 
the difference in the meaning when you have occasion to 
refer to our product by its friendly abbreviation Coke. 
With a lower-case “‘c,” it’s something else entirely. 


Coke is a proper name—just like the name of a news- 
paper. As such, it warrants a capital initial always. 
Also, Coke is a trade-mark along with Coca-Cola. 


And good practice requires the owner of a trade-mark 


THE COCA-COLA COMPANY 


to protect it diligently. That’s why we ask you to write 
it with a capital “C.” We think you'll agree that our 


request is logical and reasonable. 


Ask for it either way CM 


TRADE-MARK ® 


... both trade-marks 
mean the same thing. 


“Coke” 


TRADE-MARK ® 


Maine Sardines 
to Get Benefit 
of Major Ad Drive 


AucusTa, ME., Oct. 24—A ne 
major advertiser—the Maine sa 
dine industry—will appear on t 
scene next year if plans form 
lated here last week are carrié 
through. 

An industry tax on every cag 
of Maine sardines will be soug 
from the state legislature whe 
it convenes in January, followin 
a conference of industry spokes 
men with Gov. Frederick G. Paynal 
here last week, to be used for na 
tional merchandising and adve 
tising. The average pack runs 3, 
000,000 to 3,500,000 cases, and it i 
hoped to raise a promotion fun 
of several hundred thousand dol 
lars. 

The advertising will be handleg 
by Brooke, Smith, French & Dor 
rance, which already handles thi 
Maine potato industry and severa 
other Maine food products. Th 
agency was retained by the Main 
Sardine Packers Assn., said t 
represent about 85% of the in 
dustry’s tonnage, on Oct. 1. Sturge 
Dorrance, chairman of the agence 
board, will direct the account. 

Plans for the campaign are th 
culmination of several years 
study of the sardine market by thg 
Maine Development Commission 
for which BSF&D is also agency. 


Fire Prevention Campaign 


The Advertising Council has re 
leased 21,000 home fire preventiof 
kits to over 5,000 newspapers ang 
members of the National Fire Pro 
tection Assn., sponsoring body f@ 
the home fire prevention ca 
paign. 

Designed by Erwin, Wasey 
Co., New York volunteer agency 
the kits contain six ads ranging 
from 100 to 1,000 lines keynotin 
the campaign slogan, “Don’t gam 
ble with fire, the odds are again 
you.” Four drop-in ads bearing thé 
official slogan and symbol of 
fiery hand shooting dice are alg 
included in the kit. Don Stua 
advertising director of Texas Cé 
is volunteer coordinator for th 
campaign. 


Pushes New Corox Unit 4 


Westinghouse Electric Corp 
Mansfield, O., is promoting its ne% 
Corox heating unit in a late fa 
campaign. Ads will stress that thé 
unit, developed to quicken heating 
on the Westinghouse Commandei 
ranges, will bring cooking temper 
atures four times faster than stamd 
ard elements. Schedule includes 
newspapers in major cities, out 
door posters, farm publication® 
consumer magazines and car carda@ 
Fuller & Smith & Ross, Clevelan# 
handles the account. ite 

a! 
Stott Joins Carl S. Brown é 


Herbert D. Stott, formerly witi 
Colgate-Palmolive-Peet Co., hal 
joined Carl S. Brown Advertising} 
New York, to handle all publica® 
tion media. Radio time buying r 
mains with Christine Petrino. 


ini a = a “4 = : = T , ti Z. . <a ‘ rs ac { " 
i a ieee 
= SS |: 
| | Pee ia 
$ z _ ee . asi pins ie past di ~ 
7% ; ish die a: Seeger i a ea, Spree 
‘ K ‘ = ie Gy Sieh ee mae aye Tay 
il Pa. Of —— s+ 1" yf Po gee 
ee ate ore Oath eae a a 
fae ee rea ee ee He 
eo ‘*) « a I : i R a wo fi F . be ih 
3 ¥ | Z a. : cael tree ‘ae . od 4 gg id ! : 
* a sy 4 = i ae . A | - 
#& ‘‘ beets - P . ie : 
‘ : Sere Se 4 ~ Sha 4 ae 
| rT a eee iad 
—— _ —————— 
ee ; ' et | ‘ 
. ce ; Ris ty Ae “” Re a # 
ae 0S ae lie! 
es a. | oe 
hore Se eee 
seat be on 
Rare. ia 
ona ae FC BREA C. 
scarey Rr ore a anes 
oe ar et ee = PE id G = Pes uae sg 
ey eee EE eee Sk Bile cal ateae Miia 
Bly =e Al i ee ence 
ee | | Mi 
OY \\AA } P | wk si ineee, 
— WWW) GY ees (te 
— | WYLYZ eR a 
i a il WW MYVWZ y Wy or 
t i\ Hi LEZ Y 
\\ i Ht! or an 
shi Sp NX MI. BA ’ i ), DY a at anaes 
Wa Ve, S SQ as <« 47 S74 7 eee 
Caer Uy OG WSs SAX : a6 Jp. ee inca 
eta f SV SS RY \ # 5 ‘ a Redie rONE g 
oe, Vy WX Sark ie ee a DS oe ees 
ee Yi SOE A RY re wee > 
ae i he NS Bi a7 gt CLL ell 7. 
an ft ee Soe at pd “a 
; : i xs ia oe ee 
as TH, ae sue 
Be ee Bye, , Prony 
aan 4 bd : i sil 
ae WW on ee ee oe 43 
na ‘2 Rec Kee \ 
. € ) Sse. 4 * 
a Bae 3 ee ay ee : ite 
mee A's : hy SESE ey 
Bd | ‘ an a Puen aia a ten 
: - : : ) aa ee 
pee = ha : oy bi a sie ‘ 5) 
Be , «: fon eee 
ae . F . arene See es 
er f ’ # Be is hy aa 
yaene ho ee Ps 
ee w i ora 
ia | o> fall # Se 4 oF 
ds ia rf ¥ 5 De goatee rhe 
Roh G bt GD ee 
nace ie ay: 25 Sakae 
: hi 4 BS) Ww Cay Re ee a 
ee ange Benoa oy ar" 
Pee v7 phere) ce. oO snl vee Cate 
‘ ise MP F peas % —. % CA “ (i Ch. aes ek 
neem * ~— ee ef Aas ee 
tae. . ee Ms wee ae WE a 
ae a _ ae, 
<a i 
seas 
Po e” on a 
y ‘ ; 
Z ee 
eer te ee 
tacts ‘aipliat tal 
Tea (Ope ade ee Sy 
Bea 5 : NGA en 
: + Ee er A ie 
: ee ee =. : ¥ ae i 
ee a oe GR Saree 
ae ee, 
ce : = ve I a” a‘ ae. peti a 
ae 4 Per uss gee 
rege © é . Ty . Be er eee ir 
a « — = ee = ae Ee a 
a ae AGEs a ee 
cl a ' > ' - 1 
_ \ eeeea oe 
1 Se liga ni 
a ie 
a - | 
: . ee ee 
; ee ee 
ae, ve -* ane 
oars ee ree ae 
one pi neta SS Pe ARE me, eee cot. 
that — 7 t eae oi FO ali 
ae 1 loa eae ae 
ee es cee aes 
nae ee JA Una 
eels a eer. 
Loe re : Pree 
See ea ae me 
ae oy ae 
sarees ie : ps eee 
es tye ss So) : Ee SA ete a eee Pg en we ene eC Oh et a | Pea ee eR ec en) et eT ae ec ei ee en. i Oe ge MOM ee No Nee ere MD a ee en re Or nen oo nee Ps Bega Bae) ab a treat 


os Me ON, ee ame pte are: a ‘= 
i 5 | / 
ee ee St clea i 
| CO er eee 7a, eee ener 
: , , ee ee ee 
Bees Di wan cl al eer hae waa 2S Pete etek i eetiee chit eae em inte bi 
: mee ee ee ont) keene len eae er ee ce ie es ee: eae ons ets er a tee all eae 
ea ‘ f agile tid is on) ste A nits ls gt oak neat Nalegiiags een uae oe Ete le Sa eee cece Es meee : ee eo ee - 5 en Pie ean ie Sea cal * oe ‘ 
; ’ ' ec ere Sei Ca Eee ae eee abame ee ie : perme ee ace per IRD CMY ire ee aL “ ae 
eee ee Oe ee ere ee eee Sa es amen a ics oR ae ete Pie Oe aa eae : Op eee ie ae peed teem ees ae ee ; pu i 
Se Pete hk ON 7 SS a ee A Ee ee a ie See ie eh moans & ; a : oe ihe sae att ee 
aoe os oe eae ae ar : BES Nes, # pees Se ae, 7 m : 2 i Spey iy Z i eae! a eS : cS al oe es Sg ee tS ae 
= rt ; : bec kis aie ; : : Se eaea tl Rt en i ne ee re Be) eens } 
: * § f ; i BMT ey reg Pi ene Regt =, che Ns ream eo as i re pin ae 
ee ‘ = ; oo alae We rete ; 3 ig Pe Be ee Pe ob Se tang De cule “hers ait ear 2S ee ee oe 
2 a ; a br Ea ae Ph aoe ae eae Oe FETE RE en ee CURES. 9 Das RF Wee are Ta as Pie a cae it Oe atin Senne si) ie a ee RS oe si 95 a <i 
; ; : Mest aee a el eae ae wee oro Filia ieee eee fake ees eae aoe ae et ec ee oom Pies aul ee Os eee Oe esas aR dh gia let ev 
Arie yeta a A See eee ee ene ee Pe oe ee eee ee A es Se he Meee ReneS nar Manne Ne A Ln KT oe ewes, estar | Pe ie a ekg. Ve as se Pee ok 
a eg EET ae ree fe ee a sy yor my, ae = ay ARS en, Fs ‘ Sa ye ee Ge erg te ete ee ee a " iy Sree ; ahs ea 4 
reer ple oki iat mae a i ee ct ee ae (2 ee ae ee eee teat: oh) <0: eg ey A reel elven Sa pise Se 
Oe ete eo eee meerrenee sen een ha ee: Se a! ie 1 eae cea eh TIS Woy ast eae oe Sie Pies EET Cee eid eat et ay 
A ic i a A ee Ve Seg Se : Dei: an oa opiate Pe ag iy os i Biers: eres ih N Ia Farah iat Rte ee Pewee ed tad Reel Sy eae Pe a ai sa ih Makita nel Bee Oe ee ee he 
rt ee eae ane een 3! > ; we i ee RG a OMS oy Ulicny ite ke le es Re ey reset ng Soa get eee ie at aay ig 
Boe ei hah OS 2 eee, as an >. ae 1 Gp rieee at tk = PM a A pesca Peet =) moet es - ace , Pole ae OMe hae, ncn a aN 4 sie, ni 
Ras ots ‘3 a i ae ond ie Re ee ARs. St ae ov ay San I ses Ge Aiea se oi.” cea ee ei F tai? ae \ fle i; oe eae az Ber ee es “i a Brn 
OER pica i oh aE eC! as ae [eee ote eg i yaaa oat pe li, ert ec S ey erp ear ; ae awe) oe Sito) eS Ses ae ae , : , 
ai ae art eta he 2 See PAG Sart a? pie ea, es al oe : , 
ean < Ps is aay oe re ‘ ee en 7 hoy. ul pane ; Baa : : : : eee aie : re 
ee Bae os . ee : i oe : ‘ : 
he ap t Ta : S retest x Paneer: e) 
8 fr Tie een std a e es eee ‘ : 
3 a : : : — 
gs 4 . Yi cael ‘ : Peet 
; ig een ta ; oat a ees Ages oe a ee ot ter eee ee oe i feos ie ie 
x r : : : gar eae aerials Sw ae Te Re eee ee MS eR Rie a ce goa i i: or 
: i - : ? soautd Md Dima i Ara as Te ENOL, eo tS eS re) Ah RE on eg ENC Nc ie. cal rg ct 
nee a ee See ee ale NS i sce, ee hee a5 So oe ca Fe PE Be ch EO er ate eee eee, is Deg sia aie be ups Aaa eM Daegee tine Sel or 
; eit A Riler aerate ae, i Sele) Bech. oe oa Soe Yo ea eke aes _ ee eee me See oh Sears ea Oe eS guccu 
Sea RE ty -S ee oe ese bs ED el, ee ae, <i Se Reo edge. ee a Py ae a 4 it Se eee 1c! pe Reias ook ice pete ce a eeae “moe ere | eee ot pea Mea ded cfecye Meee any Fak ast ' 
JS Dame ks 2: alk ame i: Rees Loree Emap eras ae a ene hee cgeoe ee. | ee ee 3 eee Vereceis = CaS aed Be rk aaa yong ene P= gray Wee Sie Ra eee te 
See a es, OY ee 2 eer ati eis S cai BS a Raat ee i, et a We Otero ee? eet ie 2a Me ne Ry an 
meee 68 uk Bee Pus Soe ee Ca oy = ate oe an ja ae 5 ee Bacal Sp eh TE aera . ee 4 
ay a AR AY emia e ae oe he ey hae ao Saat : Pv; oy ae ere! ee 
SRN Te eR A | Vee vere eT at mee i eta am We ee ey oe 
cae can eae Se r Sa, tee! Seen is Pa oer aoe owe 2 ng 
es, corns ig WY ge or: eet ON 2 ietiertgas Bee nage gr [a im 
oe et a i MEM OCI bey Se 
otek wa a ee ee ore en 
ley Sah hale pie a = sper 
LF Me Fai Tac Deb oo a ie os Coto opt wee, eri ta 
4 Sr yab Nar wit [ete > eee alli Oy caine Scent“ iF bei a ee : 
ro As ae es oe iy a te ae AA, ©. Pe 6 tte vic ae, Pee ee ee Peat x os gi cae te 
ayers ei ne ee he Peer ge pee BN yes ao Pane ae aa ‘ pa eas nae are poe aan 0 
Bat ee ee os eee See cere DES SRe on een ee tiem RAE eae eer are a SER de ay 
pdijns Set, seep A lre ae or Seeger oe eae ee gee hag, a ee sis Stel : ‘ : nie ia RE : 2 Peace cn ah ae 
i ee ee Lc wr oe ae ; seas ‘oe ee ee ea eres : oul ie ' a : ve f ee er see ene mr 
: eet Cee eee pales : eae baie : ; : ae F e oe bf 
Ee ee : ‘ eee : ind E : a egret “RS eee oF ¥, ree ee 
E ea : es By te : Fi beet i ee ge ah eg eM a ie aN TEV Been ‘ 
ae 2 ee : — ae va ia ee PR et Mae oo SRR ee peg Pee POR Pe See Ie Oa Eee Are 
x y is pais Se Pe ee te Soe ee (aes Ue Sen Acne Rei Coren | eae pce os ae 1 
7 . i ‘ Eee he Se re oa tee ee We ee Cer ie pete sate | Rts an MRED beiciiak ea She) Re aes el oe 1) es ana eae hie 
f ‘ ‘ eon Beg eer tee eg ae ee Ree te ne Saves aig ees | eae a eo Pa he Sasiiatce ra Oe A esti ee el 
i = Be ee ae ee eee 4 oe EC a ean ee Re jae ean oa ree at, eae. en SN ree mae ee elena, gee ee jiu ian abel KAR ara ere be ee oe 
4 ~ Nhe is Mee Bat oir eee en: Se Ce ee pete Det HR ce aire ses te Nt ied ee ee Sa ae eer CR ana i! SRS SMa a ay! RE Aas pene a ae re be é 
Te ee ne 7, ee va spo Lee ASS IN, GE ieee ok peer aire ee ile bene eee eae As i a ett agen BN Se al Sm ae ol BEM re 
Ne ein on ee ree 5 Tails : CT imal ge ee a EA pug eee omen aae rs? po = cota ie alia Baan ne a ce ers 8 se rie 
fe ac aR a eRe on ee ee let iha a! Fara eee eee ae Pm ie es Fac . cal , 
oa ee ce ae 7 ae se ee Ge ie att ee gee he 
Sen ere eee SENET Rete nc Wee ce 
Sle ” : 
De 
Bota 2 pa Pe BOC 
gt? re oi) eR Sc eR 
a ae Se ee stig ¢ a aes Siterks 5 aS J Sg © Ie 
ee i ee gs ke a0 om ag sie Lin aR We ee al Ov 
ete Bes nee er tag Bet att rer aly ates eee coer Ps ey Geena. Ceo eee i eee 
A iy at roe he a tN ciel 8 Biot.) Cae re ae be sts 2 IE nication oe nrg gOS, coe Weds eee ou 
rer re ean pia eae a: _ pee tae pestle ment ge teage fae bet a eag — 0 Tat elas Se ee et pce spon la 
peal ies BS 1) ei les te Fem alts Shae, * ll. Veegetenely pot Ey: eben Sipe ns 2 Seger Pett st ee . Le eae kee, Lame ty il ae be Soe See aie d 
Ce ae gee Dene d usemeatee (er eat te ine cones Sth. teh ee LT Si See mT Ee re Tan eam a a a A ee rer jee <2) oa 
er ae ae tee ey, Co - tell TART a se Sy as aha eng Sa Cer ee nae ag heal oats ees Sea eee one A, SS ae Mire ic ee ae ies gine m anys \ 
rae: - eagle 0 ie eee ore " ¥ iS — Pa a pe es f- ee ee See aoa 5. Mest tes ai . fa Past He a ee ah uae te eran. oe ie pigly . * { ; ah i‘: oe - 
bans eg. 1 Se Rec ae ee Foe ee sti S, Pie Oe Ne tac peng ae set eye | 3 a eke ; : : We ee ee os la eee ek ee ee 
Pe A nie a? i ul Sada se alpe Bega ek aa MMe ESI ay ne Pacak pata Dott fa 08 Sonn: : : : ; 5 oe pace: Pe eg ee cee arse ft tee oS eee | 
: ange a Ah aa ai: zh ae fr ae me et Oe ae oe Bere ofa ii toe, ee a aN Bia TS RR ts 5 Ps — 
ra ey Ae or ola ee gi nk ‘ % eae beh a en ee pels Piet) 7 2 viirecatily Saeie ache rears ere rs ? Pebeiiii sie “RBs My eee et a tse oe 2 ela 
: re ee a3 ate Payee ine a eta 5 Re ee Fe eee ee Sas oa ae Sa Oe Nias te aa en ee Ee cia EN seen a kk ee ge ich yl is ha 
ri ries : eal hase io alae) ai a an ie ee ot pac 5S eee ne ae rpeeee ,  aeree emer ae ANS ae ae a ea a ea ae iy NA get aS a. 
t - OR STs ee i Oe Pe een ae ot ay ee ay ic fee gale ce ene ook Ree here eae oie ; Sra aa A arith eee I 
ey ae TE et 7 tae See 3S Ca ee “ail Ae ae: ieee iB, Se ia ae Oy ae Ree ec. ee So (meno ae 930 heed f” a Pe re ce SRE a a aca ¥ ; 
a oe kes oe a ens ce et BN es eal ys aR A gl RE TO oe oem ee aad io hee ‘ 
a eee ieee Ge ete ee ie han a Ppa ees ; teeciyer : om: ; iis ey ene y 
ae ey Ws i Se eager me mR ONE T=) a ‘ Scie a . 
a Oe eee tet = As 10" 
~ DO] 
peed 2 iin leo Berle teaser = re i nf 
Paes PE eect epee ane en came Sane 
‘eee sisal re ore Son See epetpesh pia Mote Sh een eae bce een pag: oo Ci = ee eae ee ‘are SS sea ig gg ne ly ih ee iy 
hie) Penne oe Repay Hoe rs aes am a ee eee ‘ a ee 3 as ge eet se itd TS ee ee oes Renee ves ie oe his er ae ae 
a ere ee Bnei Wee er a ig a ee AC Be A ae bai gos "Sets Sena rane a ony ey ee eee ee a By ee an a a ae b 
pee peer GR rr aa eh ete PW Oe edgy alle foe. ic 7 tte Ba 2 OEE Sete et gh Mm ary teste Be: ee eine tr Sn rn: PL ae ye Mee etme! ' 
ae I ot ee Me sks ta ae rs | Sy ES Si ide ae a Le a sh tela Een miata sos 2 ae ane de ee oh eR GL: Hite 0 Det iy no Grape ey 7 Nntee e Whom ee ce. r eee ab] 
Pd ewe ee a i ee iene i en ae MeN OR” Rast) oe ei Pee eer Wee. Be ee ee LR an eG see a ee ote Se here gi Cee ; os aad 3 ie ieee , CS ae 
i ; fe Aa ee ae Se eet oe eae eee et Ble is ie a aera aka atiss Aso, aaa hee oe i : ie Es Gee ete pete PE eter as i ea Se, eae 
oe mg) rae ie Be (Sar Seeger) Sean see : is i oe _ ok 2 Tea Wee is See Bh ce Sy am > ke eb eh 2 ie eee ’ 
Peg E Saree ae Pie eS iA ese is Hye ph Aa toe, ‘ ei eae FO poi MeN yO cag ea Be oS eee ae et a Re coe ee a. oe fee hee est “ee 55 es ie 
Sei ee sia Poet ee Stee age : ANS) Soe: i Sg eo ne een lateral ae toa, PMS pe heehee cre Petes oN! alse Pome San ew: > 7 pee Be lh See oe DS ey eae 
"4g Sat dees a eT ae Ie si a hyn, Dig iu I lal ta NN a So RR eae ol i ee el, SR OS Pee ae ere, 92 ier aerate ar Gs Naat al eee aS He Sor 

hae ; Bete ei ES Ny a eee et eewt, WORe a Seri Me oo ys pene ha Wee ee ee o erage ot Siete spas ae ae te ee, LS NO at ae ea 5 A ais cae ee tee: pes St er yee ae een ee s 
pes i ait yy) saa cil as 2 MN ai et - Seg ei er = eee Sneha eae ee Paes 20 alae poise rere yaa ere tS Se ae ae sates A eee gd "ee *s = eis ahenes oa gr a ae a ae hae: i 4 
Va pees ahs ee “4 oie alae) Sl ee at Sea 3a Nal someones. C21 et ge Rage ee eae a bal ae Hot ee NS eee een eG oly. aa ae URS uel = bit 2 ee 0° 

eee: iS re Lah POR Oe WS iy ae Reale Per et ea Se Ly eases ee ae ee aah ie ee een ee, etna eet Pie 1 aa Oia ek «Se eee eae 
ee ee ee eet hoy omer Pe en ee ee yr ie ere. a o teeing asec oe bene ane PM ke ea Rd: anete so ana | og nnn 
st gle ce ode Tin) ae Da eae Re cel te | ae ie RL a iE ad Ot aR ae Meat 4) = or ah ewer ekg 2: ule Gh ea ge de . ne A ry ee tena Eas ner cle ones et Ra oe 
oy anes a ae es ee nis te ra Pie i ; i ee ee. Ri # oo Suu eirerere een sh sc het ee mi bios elie wey nok ets ke rs i gage ens care ¥ 
ee: : pep eae Pe LOE es gr ee Fa Le pe BS Siar ie seve, ya te ya Boe pele nd ig ipa ee aa Moreton ee ee ee can lei Peat ta EEN AN eee ate ey ae A, a a eens 
wre — ste bs deeded 5 el a roa Fels Cnet = C Bea 2g ce A Pecan BL. erate metas peal i ssa en aes Pe. oe scale Sey a. Tag oe hae ia et eg Se ee ee Ft eo See aay Boe ali Oe Rota. ray eae eae Ye 
ee i: eee ere pet Sk ee 8 8 ie i Oe gee ae eee Pee gies eee: eee ye Ce aera er Gia ee ON ay ae tee ie aah oe ge oe a et Geeta anc 
Sic maul iy Meee 2 Ee Cag Dee Ln el ohare crear ao ir ro gel stone oe aan ET eee ge Ooua eee ea I gies Peden Na ee RE ec 8 Po nied ee a ts he ae OM en i 
i aug ee 2 EE a ee De ee nee es ae ee eee tn ee ee he Svein a th 5 ee Pe Fe er ee a eee pen 20 15 pea er ere WE age ; 
Pia he ca ie ae eee Sn tin eet ae ne ee 2s PN el Pash ea cha te <a Cee URE e ie nih isco eh team Uae Bo I eet eS Po Oe ee est ns See oe Ce oad gel at lj 
BAW RR oon eel, eae, Be Sue ee ead a Ps Segtiee fiveste diate ll GM eer Sie EY oe ORT Manet El a al ats - heal ch Sigh Ta E+ Bee tay ne ab, Ne, 8 yh UE eM Sioa en) ae Sen an ante yy a 8, yak Ne De Ee OLN Ra ae AD eI ee 
pete er ek te ae doe? 5 ‘ ee A ee a tise Na mi calod MN orate es mene he en wee Pte ee ee oe 4 ~ eae es Feud Se nk ae oa, i ae 1 igs aa a Moke et ‘cue aces Wed aah ames " 
Hag Ri eel Vee iM mip eg Raat Mada th Me see ee ay eens Rees un ee ocr “lf Ramee ee 8 se (he a ed ae ee I 
ERR ten Saat See a ee Pa ee ke pee alee Uae ec de pee en Bd a pela er Rtgs tate ies Rn a eo 2 PM aoeete a) ae ah a eae an ae eR SK oh ea Emin gear 5 4 
(ae ee Eo JOT aan and i ae ed Baar ches, pea pis imac Sika gent ae Ra iad MR Renae eC = ee) |. ly Yxutaceeen eer SF ire 5 ee cede St sO ip a ater teins eS an P as fe ae are) 
mer PeriteeT A ig e o ae Raed Bite ates ate SA es, eae ee, 5 Sas a es vgn gat pet fag ie > : Sy ae: ao ae meee | 2 rare Se a Migetibe ee car ye ete eee i eur i 
7 ee Pe be ete Dasher es hate eee ater ai Ee enka! om sab i eee (ck pa pt See peemerient a ee ag ea a aa eas ed A RSC Sih OR Bee To oe ne Pena elie & hc 
Siena WG: eg Ce aN eee oe cea ia a e : : as tse Sates fe RE) eee ea thea eal ae ee ree ea et ge eae OR ae alma een i eek Se: 
ep a ok Aen Bee cas re 2 ee : JOE ee eee ee ee ot Ae, fe eee eit ees PEN GS ag Biers een ae ere 
hoe Wie ark a hi og wp I en biting ata eas = aD ant aula ek Sa ead ai a ete cia PR lt. ayer a!” Tl eee sn a pleas cis Powe aoa See pe 8 a ee Ree ee ee ieee ges ev 
oe ae a, oe Mere iene 8 Gn, “eine NA olen eee Sa ee Se ea eae uae Ger Pir hu Fah | ie Se ar are ree cea le el cline br TS a dia ct es 7 
ee er ee mer eg ga ee ee es end et oi a pat ae abe ee SE ha. aha f : yaa s he 
Yemen et Ao aa Stan ee erg a ae ae ee ii as Ge Uae ee PR ene er yee ee ere : ’ 
(RE game ena vere BBG bat ae fc ial ra Mert: et : ; 
i us Sia tesa li ie Nia ee a ei 
at ple 
oss 
i ae ad 
Sa a i i i 
‘ a ge ee nae ES ier a 
prem FOU ree are = eye ei. oes agen SR ey eH oT wee BP ala aaa 
a s iii 6 Dee Cite Eee coe ORT RRS Ce eee a een eS ho pa aia Cosa ln Ce eee ee Re thet b= 3 
ae TE eT ae MN eee eae aE Ar ee ae or tg eee TS ee GET COr, eee din. Ces en Ce ae ake yee 0 
fi Me ee ee TSS AE a setae: iene iene So, ange aE ee bri 
a ‘ ig ie ila eats A i a ih A eae ae a a aaa a See eee ee Pah DD? Fides es Cr Catage or cnet 7 of, - Do! Sa tt ES ee oe in i ee vot ely! ee Rap Se > nae ets ree 
seat a a aad aaa ot el ial ica ie al Vee ennan Ray gre sa od 5 aa a Be | fe gee od eat, eee heen Ree? a oe eae ae hs Boe wi a eee 
PEE eA ee. ee Peo eine pee eS et alent : ie en SL Dee ae aa FAME SY ee ee oe Lag te Seat ay yeas set as Tia an’ 
ig eae si She NRE Os ete te ey Soin 2 Wane ree en | cei des Rot er re ee en we ait Somer eye ee, Pes k 

2 che en ee a eee a. a er ee a eae ea ocean pee eee ae eae | et Perea Stree > as ee Pes ae Reger Dg seed rate Mand Aedes f wz tly base ig Ung ike Ui Fe se eae aa al i is, Si 
. ST ea ee Oa! Be ee Paks Ss me ees: eg oe = Re eye, Mperee ° a5 a errs Poel oe et Cale me es er aL pla, ee eae me Wate Me fr ete eo ee: Pe Ee ee eee, ae eth ure Neen Ged - 2 hs ; Ch Paes 
7 a ae Pee ae Pa reed hee es paar apes a Slt een ee se heal Li fh ns 7 Ve ee Ne ren ee ie Been 6A een et oe eles! on. |S tol ce ere Pha Ae ee see ie hein ta ek a ee ae ee a Dut 
Atel ae ara TERS, ale tealh ee ate Bek A Ape ort Se at ase Aer Mo ND ae Ie oe SEES SREY ey Ome aay hn BOR eM ars se, Mist co Suny sire abe ces ale gay Me Sd oy el ee ay ce ea eee or 
RR a NG EMG yt ony ee CeO Re te ee eT ee it Posie in eee Decca ances, a8 ces he eine ab aceite cies Sco BS ta ie re de ge estan) be ca ; 
ie a aa re eS ge es Ay aa Mee ae foes Wiis ee. wai pega os ese AS a eee, ECU cee y ge Sl ee a es EAM D8 2a aie Se a sg oe aT laa ie be Oye ay 
Mee het % igcts acl bar eee Ba ren <A te Try Lo eee ¥ moe oh eee) tee PF Yad aN wap ie gm oe ee rs a aes <= x 5p 0 cia ae a aig erie eae an e a: We in es uP ~ ae 
ai Leas eee pope? cap tee ter wi RES eve Fema scr ae Ay on ee one = eerie Sake Fade “ Ra ee 2 iar caret _ mole oe sae Peter? ro its for ae BS ep Rea ay gees Ore ae ae " : ; ee ie Be es an 
SP oe gery oe ri lg rte WAN SCRE hee coy pine euler Pk Se eee Ge each ea ony. tes alee Rea ise amie rN cia) aly Gain mR oat ly i) ear ee ee Pe ee ken ee 

iia greases y= remem) 05k Mr NE Te egy 1 ak aie Sk aos canes a aE ae : ee ees te |, ae i ; ‘ : AP a it ee ca fess) CAE otis Sao ieee ced ence fe 
nae Paria, Hiss es ee ee) es Cepel : £ aa os ia * a BAL ‘ 4 “3 is E a A, i ge BA a.” cee iy Re ip on i ent eas he ed aa D. scak oh eead 1 
= Sess asa ae . rE i Sg es Ne oe pee Tee ae Shalala Be Coe a helt elie eee cae yds (og ae ne ate ree oe ie Be es es eek ote Miaka eer tiene 
it pia eee Pee ite per Bee. Ft eee oy Eee ava tars genie neal SRE MN A Dee Sr a le A ice R ot i nia, ice) Sate aa la RS chet As eel ea ee eat as Se ee fee i sy Sere 
ae ee rhe ieee ra nt, = sg ee aie en acu ne ee er en es Te! Se LO eae ee 
Blige ac ag) eee ey ne er a aga oe oye ar ae Sa TPR ee a Be ge een Sys | eee Bhat pe Ae SEN eae Me ee OM RE ae ee ome ae gs” Fo ee Sl pak et > iif el a ee 2 ee 
Ce Naas Sele re nn ete aie. 52 pe ae a Nee : i x alae ed ciel cate al, Mn ee ME eee: ce Were es Ml ca in ee ea eg Sie eee Aig ee ae CII. de ee we anes eae i Ose se Ne ro ie: : rae ae 
SAC ne ean ae Se Me a aie a i BR ae cae ait gl cat Al ae va Uahigeane omnes © oe Tas Re ae eI ea ic athena, SE Sk eons ety eth nate oe oa ae ai 
Se ie en kine ee ely i he ee ee ere Tie cena e pan ee aang tages Papas Mea Aa: Perens ee ees SS eee ie ie? hn Se ere ea ia a 
A Me ea We ang ge ea Se ee a ee ee Pip eee rue eaeet Seco Cie gee a ; : haere ‘(ae bere ah atts ee anata ewan mer ee ; Bae shad ‘ 
Be i eps een ee ss Ca BoM Tal alae oo ae en ics st ai Kitts isle ad Woes =e eee, iki 2 Goer 7 dis ai a7 Or Re MI oa Vite” Rea ite eae river tee ete Gere Th SE ee an ae ae 
fae gree bee reer mts rot Bie Sea hyo Po Se rgem i cig s ; : ens Aad Re OR RR eh: 5c lg Set gid Oe ee» fe alt hel” hives : x ay tte lu 
PRR Pee eis eee eye eee raed, as aah ec RES er MRE F ng pS en ae i eee area Tabet 4. 1 a 
EL eae ee ee ee eee er at aa enh aaa et I oh ee ime eee ie cg tae OM a ee ae 2 ae ee ‘8 Oe ier ats a at a 
f ‘ fe, ih Shep i Seca aes Roy aie ee ee tre eens ei er Ss ho A mm seat «2 au “ieee tee Pee : me ie at Sil Ac tephra 
yO pe ime ear eae ee) nk mie aes Pe ether rae z ley ae aE ee a A : eas ee z oe a eee te! nee ere oy CHa ya 
Cg ee aly ae aa a a ieee ae tse Ba ae + ; i ne Poe 8 al | ee eee ei See teem. eR Le en oe te ares g 
ee eee ei eR | i Cee ee | ee eae x a 
Set psa ah nes hl a ARR Re REIS el Neg. a a Sone cae “hot OM ame ON as ee es ge eae “ oad 
: 7a ee. a a eee Cee TR ee ee ah ae eI 28) Salt ly, ae RE geal teeta cracls 7 : i es -: oe eee: : — 

i ee, Hee Soe hin, eee Te Each ah ee RRS EE Ol eee reer scee on) age ET Se gS aT si ~ se rie ; = ¥ cs = 3 7 % id 
Fae ge eae pe Tamer ancy ane oe a? ee Sari 2h 2 ae eae eee ea : v . : Pel ray : ‘ : me ” 
a a ae 2 nie aes ; ee ‘ 

a ; : q ; ra : ° ae sa ee at at Se ORR prem ete cho ed rier, a5 tae Bes ge) 
. . 2 - a ore EEN ee Oly Eas oe eee ie oan ae ie Mpa Sey See eens | spoon Cae : 
: ce See ete 2 Pee ene eee ae eo ae eae Sa ae ae ; phe eek a i ae ee Iti 
oe # ee ; : yaaa es Ae ES ek seed ees EE ae aye akg 2k aie oa aie 2; ‘ PE aan yee) nn ; : el hea ee fis fe ce 
8 aed ae sin ee eh oa a ov cl ea fae en ee i ep aa LS oe Jae Se Z ied es é . _ a be ive 
ecw). . cipeter ae rea ewes chee 7 es Ne iat atta arg an Se ee Te Uhh eee: stg ot ’ ae i 
be oie ak Ni ee eget Re A } ; 7 = a a POPS ikea ek : Sat a ae e oe ; 3 ? : aris er ia 0 ¢ 
: Fi ale, ey ieee ead aan = e a er, F oe = 5 . em ior 
pan aeta iee oui ween Pile Aes oe 4 ee i b. . ¢ ee : ay i 
t x : “ f Pa eget 
ts ee E : ‘ z ’ : a WR i kewat \s Taree a ha 
~ x nd F ks 4 4 c 4 ; ae Nass a Ph Siem ae sain, a oo ie es ais 
é ears ’ eae ee DM ee TS ht J ee ee ieee oe het Bre kp ak rate A an 0p <u: 
i ; ae : ; ae fone sare Pecan ey etek eek yb SM ea ere eT asides Poy ee ak ee \j 
’ win : : Gee iss are teal LB a en eae St ee Se eee Sata: Sens Em sss Re LOM ee Sa Uiererpe te in oe Uke ee pga MR Set ico al 1 
me Me ec) ae ee i: eer igs pear ight ene, ieee ene ae ut te ie Pee say ae _o eran bas ata Nie ee ere ke yee Me ee deve ce ie.! 
Stabe, Pe! Sues 5 Sr nye eau ea ie kee phils Bhd 5 SP a ai | Capre ee Gri ty pk ee 1S a ea ame e é ee bag ape tina te wee carats see ee MEERS (cat sane sp ay piaeeatemgie teak Role wie ack b c 
i eee a gina, OM yatta ope 2 es pe ey ae te gee aie on : Fae ee : en + Ben A bath ek em ee re ya ee Lh ap civ ar eee ea oar rd = es Meee b 
i ee 2 eee ye ee epee a ee = i i Renee gt cout © iy naan Be Ais Se oem on de cet ty pe et Re Ae CEs hegre ae es 25 ea weet fie hi u 
ee Le 7 cel ese ia eg ie a 2 : alte cy ar ies Pate ENG at Bite eye cect Poin Sy a es See Tae ei: a ie a oes 2 ep ake a), ee eerie! Ee DE BL wel cee em eS Git Len a ara beer ope Tee Ie eh CE a2. r ee 
i weet eps ps cat ce 7” ieee Walsh 2 RAN 64 Ges aa be a See ee ee ae eure Te eae are Brae aie. et EEA ah AN errr RE GH wy sea ime cel eee en ] 
Rp jae ge ae te Sag tty eet Sig eae 25. Ps: Reis adie) ele ee a ea ede pee aes oar ere a tek ier tiny Ae See argc eon ere are ee Re Metis ree ghia : : me 
Aiea - gery ie ate, a Se ae teh” Caan I ie LSU ode Eis gene pep ee a) ean PI Sea fp ee ere ? BOs tem Peete ie ee ih, Ay Ss Res a aah ye aia’ Beg! pea boxt c= i bi eee che a ¥ ce a sed 
rere ge, oie ten Pe, eee ree Wet hae wee te ‘a of, Bae a en paige oat “inh + Se ea eee ihe o- ; » eli ne on | oe ee aie - z rok: : a) 
Spm ha a eee at sale to pat ee reid eevee et a. ek Cpe rca hares ee ea ey  dpacaeate 0 Satis Poe eae ; Tis geefaten ehpere ae Pini § ope heres a gar En eae ale aca ie 
et i Bsa re ee ay Pe gia fae in nae he Mean BR ae! deme : ‘ ne 4 s lease oe ee re Cea, ee er ee pen i arta, ies tet BL Le bteay 4) eae ae 
de ae Ae Wendie: Be att ge et) ae Se cee a oe ee igs at aK oe y cae " eee a a Boe a 4 f¢s.8 a ee ee ett ere Ay Pe aa eating died Sa a a E es eae aden ake C 
oe gall: Be SRE PS PORES ee a ee ae A iil sh mig i 55 og aN Sleds a Soe ae 
bene Ba ae leo - Saeed ties Se ae ea ahaa ‘ hives ie a UCAS SF AeA Ati NR ba Mt a6 fe ie Ria ainbite es Taare ta cs) ee hea ta ote ets ee Se he Ss gh hore Cpa eset Rae ee a sc 
Sn cae. a E Ne a ee ee Se a ge a ee Jeo aay A Pee ey Geet oe tl eg a eit ame dey ee ne RON “ie ae ga We Ne Be aE iN Se eRe ALS Ty, a 
To AEN ee ee Gy CR Oe agar ge ete oy em eas oe: co ii pee toe Tye } ae OG, RR MN a a ; i. ciate hd sii A aaa ted Sh gee geen ce gl ANN CR Reid ge) apr Rate eesti 2c A ee 1 ( 
Bet Pile ae Ne ies gt ee cee ret mo ee ee ge Far eats A TEED jy 25 Net £5 eames Stk oe ee ey ees Mere Gt ‘ Pens ate 
(iy EN er Be Ss sr ine eee Ram en any sem an SS ee hee a BA ICR ee Sie aie. A ois de ec af eis ~~ eae ee Z pilates ss pac iee) bekere | BENE age ae Pee es 
“eg eeamee * ‘ng, Sebi te aa! See Foe BRR ee cy On Ree ek one ah ene eet a gt ee (eel Ge ee aes Sameer et Seat ic eet cel cg Se '§ age BOR ee Ae name en ihac = sae g 
ee hid a 2 Me Heine ae) anne nc sas fe See ee eee ages Ween re a8 Se igs te eae “he Vane ma a rea nec =" cue eae eae eres bres 1 ay eR Paint anata See DN Ee ok 
I i PL ta 25) ea Ba ee ae ees Reyer eevee Minne yauee ee i in Pay ene A ne ee gle aa ee a er ela SeeMtet ctr Stout Bee eT F 
Peocihyy | vig ek, Milage hea ee ere ae Re Se cM ad ire ees le Gael J, SRR eh ets os °c wt Wiel fens cae ne Fe Paes tr ends aie hag oe tom 
ta ies SPE | cae eh ih ith) Serpico CORR MET WL uted ae i oat Seek ea et ete ee yh ht | eae Ae gS eR re ea op soe eh eaten ane as isi: 
i ae Beh ot Naat eal Ai ame ah Aer Salen Ue : oe MP i en ge ee eee fue Ape oP tg eT RE es rig 
tee oe a ae ed ated 2 se emp ee Pee rete ROS Ie a ee Saye oe : a pe Rael ok and aA ti ot tem Be 
ee ah nl Fg) Siege ge ee Se eee an me Oy te ee urea, eer oh Be re nad eee a oe vel 
rae ne ae Gee he ati ct «ae Ie ty ; xy ea aes RSet ees ae ee a ees ge ‘q Mo etait kee Wutrenri Re Ad ec F “el 
ah Pace NATL MeN ue ares eee Ramee Sie en ee LD Eu ha SiR tee ys ee ht So ae ol ae ate lg es a 
: on; aes Jee ced Ser ees ian er ot eae aeons oor Sees a >. aie ee, Coe = ee ean rare | og ia 1 ily oc a ne ae eae = — 
oe Rees ava ee ae * Sees > ome ie ae ace ete <¥ 5 fos ares = et) ee eee me ae oe ee se ge eee | Aire 5 ine 
Bee toe tae RE ce pao Rete ks ta ees Gere i) Sea Tay So eee Pee he es a ee ny eee te, 
Begs eo ape Caine faa VM atop) oe aw eee eae a te Saige peo tl eee wt ae Fraiche lai elle bbe me aah ais he Ue een ete es te carne : : oe 
Ce cee oie! SYR Se Means 0 a ne) ares SR.) a Sra Weise Nyt ci een Sin GN a Ne ee aman ee hea Rcipnis 28 a ae nea f ee Ss a ie ‘ ; 8 
Be ea eur Any he ene See a oe Pe ee Ea EERE ne een COMI Breech oc bec te a een ee Pie ee VCR Oe ; ape ee j al 
te ee eer mee bar ol ie aS . - - al ~ ae eae es Pee darcy hein eae ae ce er Al Ae aay v Ligne uk epee eee as : ea ; . 
Pipi ne hat «ai ig) ee rele, ieee Ba a ey ae eee Re coe : . aie Wisse ar a ie Reiger inate een et iS : “ Sis ep “i = See 
Ree ee a ee ; : es oh ae ; So ‘ ete eames ee 4 ae ‘ : SEO 7 mG ; St aaa 
Teer - ‘ awl ft 3 is * es Bore ae ae Bey i 5 Teac et male aint, Lod ana ee 3 ae ete a cS yl 9 ae dae Be sy ye lee 
fxg a : ’ Se sea 2 et ga aS Sei ee Be gc aa eee UR ah nhs ea EE la a ay ee ee Seo MENA 8 es ha ae 
ee eas i = Re te ee Si Bea pd gia ca < oi aa ey Gi et ce epee Rae cate hae at Sed ei ale 
5 oN se pe pS es se I Peer Oeer. tine oe LSS SAE ate ic Oe ema age nc) Whe eat aig es ha Te Wiggles Reine Sane peti SOON ee ears 
oS lil aia cla cl ee tel a yi aca Rete pal steels Geter! Site ache aca ay Ja a ule ean ed aaa vagy Hes nah cee peer Wer tye te re eee | awe Sega 
iret 2 ghee inate Came Se? se eae: ot een ep eh ne 5 Be : , ' ; oe Bee eg MO Pie ae TS che ee oer cot 
eta read ey eee cata Me WAR ee RACE em se oe: sus i bg SRN O F : SP Ae Oe eee ME ; Fhe ae es SHE Pee th eee etn ane ee a 
ne iy Pee Si cp gee ial Satie: (eee at Sie es Ne Ee nc Neen eee are es fads ed fs ep Fes, ent: 7s oie eer iis lee, iat ds 2 eBid ce: i ane 
a Soe ti eee ee rere ae Bie Ta ie re eRe aR eS oh ee Tes ae eisiceeig i ei fia ala ; fi sy! tel as ; : 
Se ee Sab any rage : LON: aie are Ae i Roe eT ee ee Tn eee me eet FS bi ier Ley ate Sa ie 
Si SR Gy alles Nantes eee eee oe, ag alls SC Rr seh aa i eG Se ea pe ae 
a ates Route el ee ; e 


Mpertising Age, October 30, 1950 


MonTREAL, Oct. 25—More than 
sven out of ten Canadians feel 
t advertising has helped raise 
he standard of living in Canada, 
ind a similar mumber are con- 
inced that it is a force that helps 
reate and hold jobs, according to 
s recent survey made for the Ad- 
ertising and Sales Executives 
Jub of Montreal. 

Purpose of the survey was to ob- 
Meain public reaction to advertising 
Ms an economic force, as a social 
orce, and as an employment field 
or high school and college gradu- 
btes. Also probed were the likes 
bnd dislikes of the public regard- 
g advertising. 


By a slight majority, according 
o the survey, Canadian people feel 
hat advertised brands are not 
ecessarily synonymous with qual- 
ty merchandise. However, four out 
bf ten think that advertised brands 
bre of better quality than non-ad- 
ertised brands. 

Slightly more than one-third of 
hose questioned believe that ad- 
ertising increases the cost of 
soods, while only 27% feel that 
ower prices result. Three out of 
our persons interviewed consider 
kdvertising a helpful source of 
mproduct information when buying, 
mand 63% are inclined to believe 
hat it is honest, truthful and reli- 
ma ble. 

A significant minority of 25%, 
owever, holds the opposite view- 
point—that only a small segment 
pf advertising can be considered 
elpful—and still another large 
inority feels that advertising is 
always “honest, truthful and reli- 
able.”’ 


Too much money is being spent 
mn advertising, in the opinion of 
0% of those interviewed, while 
me out of three feels that present 
ad expenditures are about right, 
and a small percentage think they 
ight even be increased. 

In general, advertising volume 
newspapers and magazines 
hould remain at about its present 
evel, according to a majority of 
mhe respondents. In the case of ra- 
lio, however, the majority of peo- 
ple express a desire to hear less 
dvertising on the air. 

Concerning public attitudes to- 
Wards advertising as a social force, 
ost of those polled approve the 
principle of advertising to promote 
ny cause that appears to be in the 
public welfare, such as Victory 
onds, church services and welfare 
ampaigns. 


Public acknowledgement of the 
trong influence exerted by ad- 
ertising on people’s actions was 
ustrated by the fact that 80% 
bf those asked stated that advertis- 
mg on behalf of traffic safety 
irives is effective in reducing ac- 
idents. 
Regarding the medical profes- 
On the survey revealed that, in 
feral, it was not felt that adver- 
iting would improve present serv- 
ce offered by doctors if they were 
mo advertise them for a fee. Ques- 
moned on the anticipated effect of 
Gvertising on present prices 
harged for medical services, 23% 
M lieve fees would be higher, 20% 
m.unk they would be lower, while 
fimo % feel advertising would result 
little or no change in fees. 


Only one person in ten would 
Scourage qualified young men 
1 Canada from adopting advertis- 
g as a career. ; 

Principal criticisms of adver- 
ising advanced in the survey 
mere: the large volume of adver- 
msing on the airwaves; exagger- 
pied, boastful and untruthful 


Survey Shows Most Canadians Feel 
\dvertising Raises Living Standards 


claims; repetition in most adver- 
tising, and soap operas and singing 
jingles. 

The survey was conducted for 
the club by Elliott-Haynes Ltd., 
advertising and marketing re- 
search company in Toronto. 


Sola Appoints Harshe 


Sola Electric Co., Chicago, man- 
ufacturer of constant voltage 
transformers, has appointed Wm. 
R. Harshe Associates, Chicago, to 
conduct its public relations pro- 
gram. 


24 Hours a Day for WW] 


As a civil defense measure, 
WwW4J, Detroit, will remain on the 
air 24 hours a day. The station 
previously had signed off from 2 
to 5:30 a. m. daily. 


The ONLY Magazine that is... 


MY SPONSORED by, PAID FOR and DISTRIBUTED 
exclusively by over 700 Department & 
SPECIALTY STORES in all 48 states! 


— Anal fon ffoaes 180,000 Circulation. 
Write for Facts and Merchandising information— 


SHAW PUBLICATIONS, INC. b. Minard Shaw, President 


53 East 34th St., New York 16 + Representatives in: Sesten .  aoony + Atlanta + Dallas 
F 4 . os A 9 7 


GET 


Let's bring the facts into focus: 


INTO THE 


Sales 


PICTURE. 


58.9% of BOYS’ LIFE subscribers own cameras. 


And the average boy shoots 2!/2 rolls of film per month. 


At the 1950 Boy Scout Jamboree, 47,000 Scouts and 
leaders purchased 51,000 rolls of film and 16,000 flash 
bulbs in little over one week’s time (this exclusive 

of supplies brought from home). 


With all these positives, it’s natural to find the top 
names in cameras in BOYS’ LIFE: 


Eastman Kodak 
Ansco 


Where do you fit in this picture? Right up front. 
Whatever your product, you’li develop sales quickly 
if you shoot for the boy market through BOYS’ LIFE: 
the national magazine for boys. 


Argus 


A great selling force in the boy market read by 1,800,000 boys each month 
PUBLISHED BY THE BOY SCOUTS OF AMERICA, 2 PARK AVENUE, NEW YORK 16, N. Y. 
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Hatters Can't Prevent Hatlessness 


Exactly how much permanent good was accomplished by National 
Hat Week, which was celebrated, mostly with publicity stunts, last 
week, won’t be known for some time. But our personal suspicion is 
that little was accomplished. 

The problem of male hatlessness is one which seems to require 
special selling to specific groups, rather than to the public at large. 

For example, the men’s hat industry might start out by having a 
few friendly talks with automobile manufacturers, who seem en- 
gaged in a continuing conspiracy to make it impossible to wear a 
hat and at the same time get your head in or out of an automobile 
without leaving half of the hat impaled on that rigid section of the 
car roof which swoops down to form the upper frame of a car door. 

A slight redesign of motor cars so that the hat wearer could enter 
or leave his motor car without being made to look like a Bowery 
derelict in the process, might easily help sell more hats than the in- 
dustry has produced in the past five years. 

An even more potent approach by the hat industry might be made 
to that peculiar petty larceny institution, the hat check industry. 
Just as motor car manufacturers once innocently built cars which 
could be gotten into and out of by an ordinary person, instead of 
only a double-jointed freak, so restaurants and other gathering 
places once assumed that part of their function was to provide a 
place where the customer might stow his outer garments without 
having to pay for the privilege. 

That happy day has disappeared, along with the brown derby and 
the free lunch. And in the process, it has dealt a terrible blow to the 
hat industry. 

There are other factors, too, but it does seem that hatlessness may 
be primarily an industry relations problem, rather than a public re- 
lations one. 


Dressing Up the Language 

A leaflet describing “The Word Finder,” a book published by 
Rodale Press of Emmaus, Pa., intrigues us. It seems to demonstrate, 
at least partially, why the advertising business is having so much 
trouble from writers who are intoxicated with words. 

Doubtless the book is useful; it may end up in our library, among 
others. But the vistas it presents to the user of words are not too 
pleasant to contemplate. 

As an example of usage, the leaflet quotes “Mr. Green made a 
scathing comment that disconcerted all those present,” explaining that 
the italicized words came from “The Word Finder.” Then it con- 
tinues: 

“But you are not satisfied with the too stereotyped verb ‘made’ in 
this sentence ... By exploring the verbs listed under the cross-refer- 
enced synonyms... you can satisfy yourself. You write, Mr. Green 
delivered himself of a scathing comment that disconcerted all those 
present.” The improvement, we say, is dubious (italics are our own). 

Then we discover that “this list provides such descriptive combina- 
tions as tastefully flawless, technically flawless, chastely flawless, 
exquisitely flawless, etc.” Our personal reaction to this, to paraphrase 
the cartoonist, is: “I say it’s flawless, and to hell with it.” 

The same booklet supplies the news that “organizations such as the 
New York Times and Columbia University do not permit their writers 
such words as very, which in trying to signify a great deal succeeds 
actually in saying nothing more explicit than the bare adverb did, 
except to give it a feeble emphasis.” And a couple of pages back is a 
testimonial for the book from the director of a business school, who 
says he is “very much pleased with its contents.” 

Funny business, this language of ours. 


“At the long-playing speed it’s 


—Electrical Merchandising 
Bach’s Fugue in A Minor, but 
speeded up to 78 rpm it's a terrific bebop number.” . 


What They're Saying 


An Architect Tells What 
Advertisers Shouldn't Do 

The influence of technical lit- 
erature on our specifications can- 
not be ignored despite our mixed 
reactions toward the various me- 
dia. There is no need for us to ex- 
pand this point beyond recounting 
a few impressions in capsule form. 
We dislike: (1) long-winded let- 
ters, (2) letters accompanied by 
three, four or five extra pieces of 
literature known to the trade as 
“reminders” or “throw-a-ways,” 
(3) the return post card with 15 
soul-searching questions, (4) the 
reprint from an ad, (5) the loose- 
leaf replacement, (6) the ad that 
does not do on a smaller scale what 
we would like of our ten-minute 
product representative, (7) the 
badly written manufacturer’s spec- 
ification, (8) the manufacturer’s 
unrealistic drawing of his prod- 
uct—particularly the one with ad- 
jacent construction conspicuously 
absent. 


—Ben John Small, Alfred Hopkins & 
Associates, architect, to New York 
chapter of Producers’ Council, Oct. 11. 


Business as Unusual 

The words usual or normal are 
deceptive terms. There has been 
nothing usual or normal about 
business for the past five years, or 
25 years, or hundred years... 

We have to take the day in our 
stride, and treat the unusual as 
ordinary but always worthy of our 
notice...The world has existed 
from year to year and crisis to 
crisis, and we have survived and 
in a clumsy fashion have forged 
ahead as a civilized people... 

All life from day to day is a 
risk ...Each day in business has 
its hazards and rewards, and we 
must face them with a sense of 
excitement, meeting new obstacles 
as well as new opportunities. 

What we need at the moment 
is a confident approach to the 
problems at hand. Confidence, like 
fear, is contagious, and both in- 
fluence the events of tomorrow. 

When people are able to buy 
what they want, we have prosper- 
ity. When people buy more than 


they can consume, we have infla- 


tion. When they buy only what 
they need, we have a depression. 

Prosperity thrives in a sunny, 
generous climate. It cannot survive 
on a subsistence level. It needs 
the incentive for better things; it 
needs the margin to be shared 
with others; it needs the improved 
facilities of the home, the school, 
the church and the theater. 

Let business proceed then, as 
un-usual, knowing that our plans 
must show courage for the day. We 
can produce the stuff of victory 
as fast as it is called for by the 
men at the front. But there are 
ten civilian dollars to be spent for 
every military dollar at present. 


—From “Business as Un-usual,”’ fold- 
er produced by Dun & Bradstreet. 


On ‘Preventive War’ 

The phrase “preventive war” 
continues to hang in the air like 
the smell of strong cheese. Some 
hate it, some like it, few can es- 
cape it. At one extreme, the Sec- 
retary of the Navy from Nebraska 
yearns for it as a neon-lighted 
crusade, which would make us, in 
his book, “aggressors for peace.” 
At the other, the editor of The 
Economist warns against it as “the 
supreme folly.” 

Take the phrase apart, and look 
at it. If the words mean anything 
more than a feeling of heat under 
the collar, a preventive war 
should be a war to prevent. But 
to prevent what? War? Do you 
prevent war by making war? Do 
you stave it off by bringing it 
about? Or are those who use the 
phrase caught in one of those word 
tangles that the Russians, who 
learned the trick from the Nazis, 
set for the innocent? 

Wherever the phrase came from, 
its disposal must be quick and 
sure. Americans don’t start wars. 
We didn’t start World War I. We 
didn’t start World War II. We cer- 
tainly are not going to ruin our 
record by starting World War III. 
And no twisting of words to make 
black seem white will nudge us 
into it. The phrase is a trap and 
should be dropped... 


—Editorial in Business Week, Oct. 21, 
1950. 
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Rough Proofs 


The Post Office Department's 
write-a-letter campaign wasn’t 
helped a bit by the unfortunate ex. 
periences of Lt. Gov. Hanley and 
Senator Lehman. 


Luke McLuke’s famous advice 
in the Cincinnati Enquirer appears 
still to be good: Do right, and fear 
no man; don’t write, and fear no 
woman. 


A New York agency wants a 
copy man “with farm equipment 
experience or strong agricultural 
background.” 

Should he have been a winner in 
the Hoard’s Dairyman cow-judg- 
ing contest? 


“Have idea for hot TV show,” 
a classified advertiser announces 
enthusiastically. 

In color, maybe? 


In some states, says the Bureau 
of Advertising, “social and occupa- 
tional pressures make shaving a 
daily affair.” 

Perhaps that’s why so many city 
folks are buying farms. 


I. D. Robbins says men’s fear of 
being too well dressed is almost a 
phobia. Strange to say, it has 
never been experienced by the fe- 
males of the species. 


Sponsors of the radio and tele- 
vision broadcasts of the games of 
the Notre Dame football cham- 
pions of 1949 are slightly disap- 
pointed to discover that in 1950 
they aren’t even champions of 
Indiana. 


“People,” the story says, “have 
been erroneously led to believe 
that rum is a hot weather drink.” 

Its promoters would like it to 
be associated not only with Mr. 
Collins but also with Tom and 
Jerry. 


“We live in a world of chronic 
crisis,” Seagram points out. 

And part of the successful polit- 
ical technique is to keep us there. 


“Hard to get tickets to New York 
Times fashion show,” the story 
says, and the explanation quickly 
follows: “It gives the illusion of 
being a revue.” 


List-making time is not the time 
to sell, Ben Donaldson told the 
Agate Club. 

Space salesmen run off most of 
their touchdown plays in spring 
training. 


The Green Bay Press-Gazette 
calls its market “an isolated com- 
munity.” 

Except, of course, 
Packers are playing. 


when the 


The Democrats are using the 
comics book technique to promote 
the Brannan plan, but most of the 
farmers say they can’t see any- 
thing funny in it. 


Copy CuB. 
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LOTS OF 

“SALES WISDOM” 
UNDER THIS 
HAT! 


NEW CENSUS PROVES WHAT THE INQUIRER HAS SAID 
FOR YEARS! MORE THAN HALF THE PHILADELPHIA 
MARKET* LIVES OUTSIDE THE CITY— 


To get your share of the 
more than FOUR BILLION 
DOLLARS spent each year in 
America’s 3rd Market, remem- 
ber that Philadelphia’s sub- 
urbs account for more than 
half this huge volume. 


For in the direct Philadelphia 
sphere of 13 adjoining coun- 
ties are scores of bustling 
cities and towns in which 
retail sales have increased 
206% over a 9 year period— 
compared to a 175% increase 


for Philadelphia city! Their 


population is up 22.7%— 
Philadelphia city is up 6.5%! 


Your advertising reaches out 
to all these neighboring cities 
when you schedule THE 
INQUIRER—plus INTENSE 
COVERAGE IN THE CITY 
ZONE—That’s why you should 
take a new look at the entire 
Philadelphia Market in the 
light of latest facts and figures. 
Your conclusion will be— 
TO COVER AMERICA’S 3RD 
MARKET, THE INQUIRER 
GETS THE ORDER! 


*14 counties included in ABC Retail Trading Area 


a 


Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 


Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ® 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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This is the 


1,000,000* M 


(ecccccccccccccccce 


Advertising Manager who put 


The Elks Magazine on his 
schedule...and helped his Sales 
Manager hit a new sales record. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


EN who read and own 


*Dec. 1949 ABC statement — 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


WORCESTER’S WONDROUS TWINS 
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Use TV and Boost 
Movie Attendance, 
L. A. Stations Urge 


Los ANGELEs, Oct. 24—The Tele- 
vision Broadcasters of Southern 
California, consisting of the seven 
Los Angeles TV stations, has 
launched a promotion campaign to 
induce motion picture producers to 
make greater use of the TV ad 
medium. 

The promotion had its inception 

in a test which the group sold to 
Harry Cohn, president, and Nate 
Spingold, vice-president, of Co- 
lumbia Pictures Corp. for the pic- 
ture “711 Ocean Drive.” 
_ The broadcaster group reports: 
“Research proved that the tele- 
vision campaign was highly effec- 
tive in drawing people to the thea- 
ter [at the Los Angeles opening]. A 
sharp jump occurred in the pro- 
portion of people with television 
sets among the patrons of the two 
theaters during the two weeks’ 
engagement. The outstanding fact 
was that the television campaign 
over the seven stations added 25% 
to attendance.” 

Among all those interviewed, 
24% said that television in partic- 
ular prompted them to see “711 
Ocean Drive.” This was 200% over 
any other medium. To the ques- 
tion: “Do you recall where you 
heard or read about ‘711 Ocean 
Drive’?” 25% mentioned the TV 
campaign, with 49% from TV 
homes volunteering the informa- 
tion. 

Columbia has announced that a 
forthcoming release, “Born Yester- 
day,” will get a complete television 
advertising campaign. 


Latex Introduces Dryper 
in Chicago Market 


International Latex Corp. intro- 
duced its Playtex Dryper pads and 
Dryper panty promotion to the 
Chicago market the week of Oct. 
22 via dealer promotions. The 
product, a disposable diaper, is now 
in 15 cities, New York the most 
recent, and will be nationally dis- 
tributed by the end of the year. 
At that time Dryper will be in- 
corporated in the company’s reg- 
ular national promotion. 

Foote, Cone & Belding, New 
York, handles the account. 


Gates Names Phillips; 
Adds Two Accounts 


Gates-Bourgeois Advertising 
Agency, Cleveland, has named W. 
J. Phillips, formerly account ex- 
ecutive with Jessop Advertising 
Co., as manager of its new branch 
office, 486 N. Main St., Akron. 

Two new accounts have been 
added in connection with Gates’ 
new branch: Brown-Graves Co., 
Akron, manufacturer of windows, 
storm sashes, lumber and millwork 
products; and the Beacon Co., Ak- 
ron TV distributor. 


KMOX Appoints Akerman 


John Akerman, formerly assis- 
tant general manager of WBBM, 
Chicago, has been named general 
manager of KMOX, CBS-owned 
station in St. Louis. He succeeds 
Erwin H. Shomo, who has been 
moved to Chicago as executive 
assistant to H. Leslie Atlass, CBS 
vice-president in charge of the 
central division. 


Riegel Paper Promotes Stone 


Howard A. Stone, New England 
sales representative for Riegel Pa- 
per Corp., New York, has been 
named sales manager of the Riegel 
Upper Mills. Mr. Stone will head 
the sales of all industrial special- 
ties and printing papers produced 
by the Riegel Mills at Warren 
Glen, Riegelsville and Hughesville, 
N. J. 


Midland Appoints Morrison 


Midland Co. of South Milwau- 
kee, Wis., manufacturer of Dandy 
Boy garden tractors and other gar- 
den equipment, has appointed 
Morrison Advertising Agency, Mil- 
waukee, as its agency. Plans call 
for trade publication and consumer 
advertising, plus direct mail. 


Julian P. Van Winkle, president of Stitzel-Weller Distillery, 
Louisville, who’s probably the oldest active distillery executive in 
the country, presented a triple studded diamond service pin to 
another veteran, William H. (Boss) McGill, master distiller of Old 
Fitzgerald, at the company’s picnic last month. Mr. Van Winkle has 
been in the industry for 56 years, and Mr. McGill, 86 years old, has 
been in the business for 72 years... 


Princeton University has 
endorsed the advertising 
forum meetings which have 
been held off campus for the 
past three years, First speaker 
in the current series was 
John Mather Lupton, head of 
the New York agency, who 
told the students about job 
opportunities in advertising 
media, sales, publicity, copy- 
writing and administration... 

Amon Carter, publisher of 
the Fort Worth Star-Telegram, 


Smart parents 


NOW 4.10 SEE 
INSTEAD OF 3 


The New Champion — will be given the Frank H. 
ERIK THORKILD HOFFMAN Hawks Memorial Award in 
Weight: 7 Ibs. 11 ozs. New York Dec. 5 by the 
Eyes: Blue Length: 20 in. American Legion Air Service 
Hair: 7 Post for his contributions to 
the development of military 

Joined Niki, Valley Vie, & Poul and commercial flying... 
September 10, 1950 During the recent National 


Business Women’s Week, Mrs. 
Helen Murray Hall, promotion 
manager of NBC’s western 
division, was honored as “one 
of the most outstanding 
women in Hollywood” by the 
Hollywood Business and Pro- 
fessional Women’s Club... 

Lt. John E. Sly, assistant ad manager of Du Pont’s anti-freeze 
division, who has been serving as executive officer of the First 
Division of the Delaware Naval Reserve, has been recalled for 
active duty in the Far East, where he has been assigned as opera- 
tions officer of a squadron of small ships. He is the son of Frederick 
S. Sly, associate publisher of Art News, New York... 

Newly installed president of the University of North Carolina is 
Gordon Gray, publisher of the Winston-Salem Journal-Sentinel ... 

C. A. Patterson, publisher of American Restaurant and Amer- 
ican Motel Magazine, was given an award of merit plaque by the 
Texas Restaurant Assn. for “the most constructive service by any 
individual to the restaurant industry of the nation during the last 
50 years.” .. 


TRUTH IN AD—Birth announcement by 

Gene and Halleck Hoffman (he’s oldest 

son of Paul Hoffman of Studebaker fame, 

and a Los Angeles manufacturer of tape 

recorders) makes excellent use of Stude- 

baker’s new slogan to introduce a fourth 
child. 


Ea 


WHINGDING—Miss Eddy Baker, organist for the annual Whingding of the Southern 
California Broadcasters Assn., takes time out to exchange a few words with Wayne 
Tiss, vice-president and Hollywood manager for Batten, Barton, Durstine & Osborn, 
while Hubbard Keavy, Los Angeles manager, Associated Press, and Frank ‘‘Bud” 
Berend, NBC western division sales manager, do the same. 


Mal Smith, Portland, Ore., manager of West-Holliday, isn’t going 
to lose his Girl Friday—Jeanne Dickenson—who was married Oct. 
14. After a wedding trip to California she’ll be back on the job... 
A marriage in the offing involves John H. Newell (research de- 
partment at William Esty Co., New York), who is engaged to Char- 
lotte Holt... 

Philosophically cheerful about X-ray burns on the neck and 
shoulder received in attempting to relieve a case of bursitis is 
Fax Cone, FC&B chairman. “They’ll go away in a few days,’ he 
assures sympathizers... 

Edward R. McNeilly, radio and TV director at Rockett-Lauritzen, 
Los Angeles, is on leave of absence for active duty with the Air 
Force ... Michael, son of Joseph Pulitzer, publisher of the St. Louis 
Post-Dispatch, is engaged to marry Sarah H. Dempwolf... And 
Dorothy Ayres, Henri, Hurst & McDonald’s radio-TV buyer, whom 
a Chicago columnist called “one of the loveliest brunets in the local 
advertising field,” has resigned to get ready for a Nov. 4 wedding. 
She’ll marry J. Soulard Johnson, St. Louis restaurant man... 

C. B. Crockett, advertising director of Atlantic Monthly, took 
advantage of a luncheon for Ted Weeks, its editor, at the Chicago 
Club Oct. 24 to announce the appointment of Phil Allen and 
Jack Rutherford as the western representatives of the magazine... 

Sterling Peacock, Chicago vice-president of N. W. Ayer, is carry- 
ing his left arm in a sling at present. He broke his wrist in a fall at 
the Union League Club... 
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pulling power 


When you advertise in First 3 Markets Group 


things happen at the retail counter in a big way! 
Your advertising reaches over ¥2 of all the families 
in the First 3 Marketing areas of New York, Chicago 
and Philadelphia which account for over 14 of all 
U. S. retail sales. Your best advertising buy is... 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 
magazine sections 


rry- New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
ll at San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 17, Cal., 1127 Wilshire Blud., MIchigan 0578 
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CCORDING TO RESEARCH by Dr. Rudolph Flesch, 
A the noted authority on readability, over 90% 
of magazine advertising dollars are spent in maga- 
zines that are over the heads of this ever-growing 
wage-earner market. 

There’s one magazine group, however, that 
speaks their language. That’s TRUE Story Women’s 
Group—reaching over 8,575,000 women. These 
are the shoppers for nearly 30% of all wage- 
earner families. And two out of three are in the 


“age of acquisition’’— 30’s or younger. 

Through True Story Women’s Group, you 
reach this market at rock-bottom cost. As little 
as $1.22 per page per thousand! What’s more— 
these millions of big-earning, fast-spending wage 
earners are the current active buyers at any given 
time—shelling out nearly one million dollars every 
month at the newsstands alone— just for the maga- 
zines in TRUE Story Women’s Group! Yes—every 
month your biggest market is getting richer! Now... 


Reach it with one magazine package 


Delivers nearly a third of all urban wage-earner families. 


* This summer had its greatest newsstand increase in eighteen years—up 250,000 in only four issues! 
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* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel, 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pasadena and the 
rich San Gabriel Valley. 


PASADENA 


STAR-NEWS| 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


WasHINGTON, Oct. 23—Depart-| 
ment store business during the 
week ended Oct. 14 was 11% better | 
than volume for the same week) 
last year and about 3% below the} 
record sales for the corresponding 
week of 1948. 

For some six weeks, 1950 dollar 
volume has been about 10% higher 
than sales for the same period last 
year, suggesting the possibility that 
retail sales may have reached a 
new plateau. 

Federal Reserve Board figures 
for the week show that all districts 
east of the Mississippi enjoyed bet- 
ter-than-average gains in dollar 
volume. 

Districts west of the Mississippi 
reported less-than-average in- 
creases over sales in the same peri- 


Moving packaged goods in today’s crowded markets is not easy. That’s why 
package-goods accounts gravitate toward an advertising agency with 


a successful record in this field. In 1940, package-goods accounts made up 


55% of BBDO’s total billing. Today, the figure is nearly 90%. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* BOSTON + BUFFALO + PITTSBURGH ° CLEVELAND + DETROIT 
CHICAGO + MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD + LOS ANGELES 


NEW YORE 


Federal Reserve Figures on Department Store Sales 


= 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Oct. 14, '50*..p322 
Week to Oct. 15, *49*..290 
Week to Oct. 7, ’50*....326 
Week to Oct. 8, °49*....297 
Week to Sept. 30, ’50*..320 
Week to Oct. 1, *49*....302 


RRR ARRON Se 


STINE 


*Not adjusted seasonally. 
pPreliminary. 
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od last year. The Kansas City ang 
West Coast districts barely equalleg 
last year’s dollar volume ang 
wound up at the bottom of thé 
list. 

A total of eight cities reported 
losses as compared with last year 
Little Rock was off 13%, whil 
San Antonio and Los Angeles bot 
were down 11%. 


% Change from '@ 
Week Ended 


Federal Reserve Sept. Oct. Of 
7 


District and City 30 i“ 
UNITED STATES .. 6 ro i 
Boston District ....... 2 —t! : 
New Haven... 6 10 . 
Bost 1 —3 
Springfield 8 7 +e 
Providence 5 2 ; 
New York Distric 6 5 3] 
Newark .......:.:::0+:: 10 5 
Buffalo ........ —3 r4 
New York 8 5 ; 
Rochester .. --4 r8 
aS See Sata 1 r5 18 
Philadelphia District .... 5 6 i 
Philadelphia _.... 4 r3 W 
Cleveland District ........ 13 18 i 
SEED citibccnvenion 18 14 3 
Cincinnati + 2 
Cleveland 18 18 oT) 
Columbus 5 4 
Toledo ..... 8 15 @ 
eee 15 ll 2 
Pittsburgh 13 22 4 
Richmond District 9 r8 w 
Washington ................... 8 8 1} 
IE cticssistsccsopeaiens 10 11 9 
Atlanta District ............... —2 6 
Birmingham ... 1 39 «Co 
Miami ...... 9 3 § 
Atlanta ............. —2 ri4 § 
New Orleans 18 5 8 
Nashville ....... 5 1l 8 
Chicago District ............ 7 15 16 
Chicago ........ 3 12 4 
Indianapolis 5 16 w 
Detroit .......... 13 20 22 
Milwaukee ...... 5 26 ll 
St. Louis District ............ 5 5 7 
Little Rock ... 4 19 —i3q 
Louisville ... 13 15 19 
St. Louis ..... 5 1 1 
Memphis ..... . —2 -1 4 
Minneapolis District .... 3 17 2 
Minneapolis ................. 5 17 6 
TR —1 13 -$ 
Duluth-Superior ........ ll 32 4 
Kansas City District .... 4 ri3 6 
IIE  icaidiadaetserisinnislictes 3 8 -—t 
Wichita . ...........0... a1 14 1 
Kansas City 6 20 7 
St. Joseph ........ 3 3 -# 
Oklahoma City 0 3-7 
TE cetansinanpicess —2 15 —7 
Dallas District Saeed r6 4 
/ Saree 2 4 8 
Fort Worth . 3 r6 6 
Houston 1 21 
San Antonio .. —5 —12 
San Francisco District 7 1 
Los Angeles Area ...... —1 —6 
Oakland 17 9 
San Francisco 10 4 
Portland ................ 12 9 
Salt Lake City 12 4 
ee 22 16 


*Data not available. 
rRevised. 


NBC Advances Willi 


John Williams has been ap- 
pointed manager of television saleg 
for the western division of Naa 
tional Broadcasting Co. Mr. Wil# 
liams, who was previously assis@ 
tant to George Frey, director of 
television sales for the network 
will be succeeded by Hamiltom 
Robinson. 


Bernstein Heads Ontario 


Bernard B. Bernstein, vice-pres- 
ident of National Silver Co. and 
F. B. Rogers Silver Co., has been 
elected president of Ontario Mfg. 
Co., Muncie, Ind., manufacturer of 
sterling and silver plated flatware. 
He succeeds John McKenzie Mor- 
rison, now chairman of the board. 


To Associated Advertising 


Thorobred Co., Cincinnati, pro- 
ducer of canned, baked and dry 
dog foods, has appointed Associ- 
ated Advertising Agency, Cincin- 
nati, to handle its account. The 
company plans a long-term news- 
paper campaign featuring a preq 
mium of the month. 
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| ! Dis ‘ribution 
Costs Must Be 
Analyzed: Elder 


Boston, Oct. 24—The most im- 
portant single cause of excessive 
and wasteful distribution costs is 
the occasional failure of producers 
fo adapt their production to the 
meeds of the market, Robert F. 
Elder, management consultant and 
former vice-president in charge of 
marketing for Lever Bros., told the 
Boston Conference on Distribution 
last week. 

“Failure to keep closely in touch 
with the changing trends of con- 
sumer demand causes friction in 
the gears of our economic ma- 
chine,” he said. “It leads to over- 
expenditure for selling and adver- 
Mtising to force the not-quite-right 
product into consumption. It also 
necessitates profit-destroying 
markdowns, which increase the 
load of overhead that has to be 
borne by readily salable goods.” 


gs The profession of market re- 
search has done much to combat 
mthis tendency on the part of busi- 
ness to incorrectly evaluate its 
Smarkets and products, Mr. Elder 
said, but most businesses still fail 
to make adequate analyses of their 
distribution costs, despite the de- 
velopment during the last 20 years 
of various methods for studying 
distribution cost problems. 

“We cannot afford to cut down 
our selling and advertising,” he 
warned. “They are the catalysts 
without which we cannot manu- 
facture the orders that keep our 
high-level economy going. Yet we 
can hope to improve their ef- 
ficiency so that they produce more 
business for every dollar we spend. 

“IT have yet to see a business or- 
ganization in which the selling, 
sales promotion, and advertising 
functions could be rated anywhere 
hear 100%. I'll concede that 100% 
efficiency is an unattainable goal, 
but the fact remains that with the 
tools we already have available a 
marked step-up of efficiency is 
possible in practically every or- 
an ganization.” 


s Advertising, which currently 
accounts for something more than 
$5 billion annually in distribution 
cost, has proved the hardest field 
to subject to exact cost measure- 
ment and control, he said. 

Measurements of circulation, 
listening audience, advertisement 
readership, etc., are available, but 
admen still don’t have the answers 
to questions like “Are we spending 
too much on advertising?” or 
“How do we design a campaign or 
Select a medium that will sell 
goods at the lowest cost per unit?” 

The problem of measuring ad- 
vertising efficiency and prede- 
termining the factors that make 
for consistently productive adver- 
tising will begin to yield to the 
Same sort of organized, systematic 
attack that has helped solve many 
Scientific and economic problems 
in recent years, Mr. Elder pre- 
dicted. 


Announce Five Trade Shows 


Dates of five trade shows to be 
held in Los Angeles have been an- 
nounced by Los Angeles Trade 
Fair Inc. They are: 32nd Calif- 
ornia Gift Show, Jan. 21-26; 3rd 
California Lamp and Picture Show, 
Jan. 28-31; 8th California Corset, 
Brassiere and Lingerie Show, Feb. 
4-7; Western Jewelry and Silver- 
Ware Show, Feb. 11-14, and the 
eestern Housewares Show, Aug. 

~22. 


Buffalo Has 134,667 TV Sets 

As of Oct. 1, there were 134,- 
667 TV sets in Buffalo, according to 
the Niagara Mohawk Power Corp. 
This figure is up 14,203 since 
Sept. 1. 


Mullins Mtg. Names Four 


Mullins Mfg. Corp., Warren, O., 
maker of Youngstown Kitchens, 
has named C. D. Alderman, former 
sales manager, as general mer- 
chandising manager. Other pro- 
motions announced: D. F. Rucks 
Jr., from assistant sales manager 
to sales manager of the kitchens 
division; M. L. Ondo, formerly in 
charge of Mullins’ national build- 
er sales, has been named assistant 
sales manager and manager of 
builder sales; J. A. Rishel from 
manager of appliance sales to 
assistant sales manager and mana- 
ger of appliance sales. 


Maxine Lord to Grey Agency 

Maxine J. Lord, formerly pro- 
motion director for Amelia Earhart 
Luggage, has joined Grey Adver- 
tising Agency, New York, as copy- 
writer. 


National Shifts Personnel 


James L. Hayes, H. R. Larson 
and A. R. Malcomson have been 
named vice-presidents of National 
Advertising Co., Waukesha, Wis., 
a subsidiary of Minnesota Mining 
& Mfg. Co. They will serve as ac- 
count executives on national ac- 
counts. L. VerPlank has been ap- 
pointed general sales manager. 
William K. Ryan, formerly adver- 
tising manager of Inland Rubber 
Corp., has been named advertising 
and sales promotion manager. 


To Klau-Van Pietersom 
Automatic Products Co., Mil- 
waukee, manufacturer of oil, re- 


frigeration and gas controls, has | 


named Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee, as its 
agency. The company has pur- 
chased a plant at Cooksville, Ont., 
to expand its Canadian market. 


Start Joint Turkey Push 


The California Turkey Federa- 
tion and the Pacific Dairy & Poul- 
try Assn. have begun, for the first 
time, a campaign to promote the 
sale of turkey on a year-round 
basis. Feature of the drive is a car- 
toon turkey called “Talkin’ Tur- 
key.” Newspapers, television and 
point of purchase advertising will 
use the slogan, “Any time is turkey 
time.” Jenkins-Large Inc., Los 
Angeles, handles the account. 


Strick Appoints Wise 

W. D. Wise, formerly advertising 
and publicity director of Fruehauf 
Trailer Co., Detroit, has been ap- 
pointed supervisor of sales in the 
West and Midwest territories for 
Strick Co., Philadelphia, which is 
expanding its truck-trailer manu- 
facturing facilities by the addition 
of a new plant in Chicago. 
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Publishes New Type Book 


“Making Type Behave” is the 
title of a 20-page book co-authored 
by Max Gordon and Frank Mor- 
| ganti, issued by General Composi- 
|tion Co., Boston. Designed for 
those who write, prepare or mark 
copy for typesetting, the illustrated 
book contains suggestions on lay- 
out, copy preparation, type selec- 
tion and copy fitting, as well as in- 
formation on type sizes, classifica- 
tions and identification. 


NOVEL XMAS CARDS 


Want to produce your own Greet- 
ing Cords? Have me design some- 


thing UNIQUE for you. Hurryl 


“hat Sollee Gall 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


ADVERTISERS: 


Have you considered putting your costly TV 
commercials to work in theatres? It can pay big 
dividends because you can either — 

1, Intensify your coverage of TV markets or 

2. Reach with equal or greater impact the tremendous 
additional audience which television cannot reach. 


There are 14,750 theatres available in almost all markets, 
large and small, on a completely selective 
theatre-by-theatre basis. They have 7,450,000 seats, 
giving you a total audience of 40,000,000! 


You can reach this greatly increased market at a 

low cost per 1000 viewers. When you compare movie 
and TV coverage, remember that virtually 100% of 
selected movie audiences see and hear your film. 


The Movie Advertising Bureau handles all details of 
theatre schedules. Each theatre selected screens your 
films at every full performance during the weeks 


scheduled. 


Dig into this proposition thoroughly, or ask your 
advertising agency to do so. We will prepare theatre 
coverage plans for you without cost or obligation. 
Write, wire or phone our nearest office for 
complete information. 


NATIONAL OFFICES: NEW YORK: 70 EAST 45th ST. © CHICA 


KANSAS CITY: 2449 CHARLOTTE ST. @ 


Show 


your 
film 


to 


commercials 


40,000,000 
moviegoers! 


SAN FRANCISCO: 821 MARKET ST. 


‘ising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


GO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
CLEVELAND: 526 SUPERIORN.E. © 
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Lord Calvert Continues 
Man of Distinction Theme 


Ten magazines, 50 newspapers 
in 36 cities, and car cards in 40 
cities will be used to push Lord 
Calvert during the coming holiday 
season, according to Walter C. 
Houghton, advertising manager of 
Calvert Distillers Corp., New York. 

The magazines include American 
Magazine, Collier’s, Cosmopolitan, 
Ebony, Elks, Esquire, Life, Moose, 
Newsweek and Time, Collier’s and 
Life will carry spreads and Ebony 
and Moose will run b&w pages. 
The other magazines are scheduled 
for 4-color page ads. Newspaper 
ads will vary from 600 to 800 
lines. Copy will be based largely 
on the “Man of Distinction” theme. 
Geyer, Newell & Ganger is the 
agency. 


NGS WARES 


7ke AMERICAN LABEL CO. 


Lorillard to Sponsor ‘Queen’; 
Kellogg Plans Program 


P. Lorillard & Co., New York, 
will sponsor the last 15 minutes 
of “Queen for a Day” Monday 
through Friday over Mutual start- 
ing Jan. 1. Lennen & Mitchell is 
the agency. Miles Laboratories will 
discontinue sponsorship of that 
portion of the giveaway at the end 
of the current cycle. 

Kellogg Co. is expected to fill 
the MBS time vacated by Quaker 
Oats Co. in January when its can- 
cellation of “Challenge of the 
Yukon” is effective. Leading the 
competition for the Kellogg vehicle 
is the “Clyde Beatty Show.” Sher- 
man & Marquette services Quaker 
Oats; Leo Burnett Co. is handling 
the Kellogg program. 


Kersta Leaves Weintraub 


Noran E. Kersta, who left Na- 
tional Broadcasting Co. early in 
1949 to become vice-president in 
charge of radio-TV for William 
H. Weintraub & Co., New York, 
has resigned. His administrative 
duties will be assumed temporarily 
by Harry Trenner, Weintraub vice- 
president. 


The Personal Item 

e THE OLDEST and certainly the 
most wearying topic of conversa- 
tion in the entire sphere of em- 
ployer-employe communication 
concerns the so-called “personal 
item” in the employe publication. 
All one needs in order to see day- 
light is a clear conception of what 
makes news in a plant and what 
doesn’t. 

There are two kinds of personal 
items. The first is the legitimate, 
factual, newsworthy item. It em- 
braces such news as births, deaths, 
engagements, marriages, promo- 
tions, transfers, vacations, retire- 
ments, plant visits, new employes 
and dozens of others. 

The second is the banal, gossipy, 
frequently libelous item that hurts 


Employe Communications 


How to Win Friends Among Your Workers 
By RosBert NEWCOMB and MARG SAMMONS cee 


much more often than it pleases. 
In this second category are rumors 
of plant romances, normally un- 
verified (“Bill K. of the Boiler 
Shop is you-know-how about a 
certain blonde in the Stamping 
Room”); reports of marital discord 
(“Rumor hath it that Sniffy 
Schmaltz. of the Repair Gang is in 
the doghouse’’); and comments on 
physical imperfections (“Muggo 
Murphy of the Machine Shop sure 
misses that upper plate’). 


e The editor who cannot distin- 
guish between legitimate news and 
warmed-over scraps from the rib- 
bing mill has no business in the 
craft. It is perfectly true that 
names make news, but gossip 
churned up by a harassed and un- 


YOU DON’T KNOW 
Dick Gaminger 
_... BUT WE D0! 


He's One of 4,000 Employees 


At Chevrolet Commercial 


Body in Indianapolis .... 


AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


Dick, his fellow workers at Chevrolet Commercial Body, and thousands more employed by a hundred flourishing, diversi- 
fied industries make the “Heart of Hoosierland" a top-priority market for every manufactured product. 


In Marion County the effective-buying-power average of $5,705+ per family is well above the national average . . . 


places Marion County in eighth position among the nation's 32 largest metropolitan counties. 


These Hoosier workers—like Dick Emminger—also are responsible for Marion County's eighth-place ranking in retail 
sales per family. They are buying goodly stores of necessities . . . but they have dollars left for luxuries, too. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY 


*Publisher’s statements, Ist quarter, 1950 
tSales Management's ‘Survey of Buying Power.” 
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THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 


Advertising Age, October 30, 19% 


trained plant reporter a few hoy 
before a deadline doesn’t constity 
news. 

Some months back the head ¢ 
a local union passed along to } 
members the strong suggestig 
that members thereafter refuse 
cooperate in any way with th 
company’s employe paper. This in. 
terference with the freedom of the 
press enraged the management, 
until the facts came out: The em. 
ploye paper had published , 
scandalous and humiliating repor 
about a company employe, wh» 
was also a member of the union 
He protested, and the union presi. 
dent’s informal edict went out 
When his authority was chal. 
lenged, the union president coldly 
challenged the ethics of a com, 
pany so irresponsible as to permit 
one of its own employes to } 
libeled. 

There has been a tremendo 
improvement in the quality of per 
sonal news in the company pre 
over the past few years. The stand 
ards of many journals, however 
are far below mediocrity. The soly 
tion must come from manag 
ment: It should be willing to put 
the menial chore of plant repo 
ing on a higher level. It should 
underwrite the cost of reporte 
training, and see to it that report. 
ers enjoy some rewards for the 
efforts. If managements want e 
ployes to love them, and that d 
sire grows more desperate daily, 
an occasional nosegay in the direc. 
tion of the plant reporter could dg 
a whale of a lot of good all along 
the line, 


Four Foods Join Up for 
‘Aitetican Breakfast’ Drive 


American Dairy Assn. (butter); 
American Meat Institute (bacon), 
General Foods Corp. (Log Cabin 
syrup) and Quaker Oats Co. (Aun} 
Jemima pancakes) have tied ina 
four-way advertising program fea- 
turing a “real American break 
fast.” Separate consecutive full 
color ads, one for each company, 
will break in Life Oct. 30, ané 
Look, Nov. 21. Ads for Aunt Jemi 
ma also will appear in The Satur 
day Evening Post Nov. 11, Bette 
Homes & Gardens in November 
Ladies’ Home Journal, December, 
and newspaper magazine sectio 
the week of Nov. 12. Log Cabin 
also is scheduled for the Nov. ll 
Saturday Evening Post. 

American Meat Institute ads are 
scheduled for the November issue 
of Good Housekeeping and Ladies 
Home Journal, plus 70 medica 
publications. Dealer helps include 
four-color posters and stack card 
featuring the four products. 


Black & Decker Announces 
Christmas Campaign 


Black & Decker Mfg. Co., Tow 
son, Md., has announced plans fol 
a Christmas campaign to promoté 
its home-utility electric tool lin 
One-and-a-half pages in two colo 
have been scheduled for the D 
cember issues of American Home 
Better Homes & Gardens, Count 
Gentleman and The Saturday Ev 
ning Post. Two-color pages wi 
appear in December issues of Pop 
ular Mechanics, Popular Scienct 
Monthly and This Week Magazine 
November issues of Americt 
Home, Better Homes & Garde 
Country Gentleman, Farm Journal} 
Popular Mechanics, Popular S 
ence Monthiy and The Saturday 
Evening Post will carry b&w quar 
ter pages. 

Direct mail and trade publica 
tions were used to announce thé 
campaign. VanSant, Dugdale & Co 
Baltimore, is the agency. 


]WT Adds Four to NY Office 


J. Walter Thompson Co. ha 
added the following to its Ne 
York office: Stanley Washburf 
former free lance writer, to be 
member of the editorial staff 
William Preston, formerly adver 
tising manager of Scandinavié 
Airlines System, as a member ¢ 
the public relations departme! 
staff; Donald Daigh, as a writer 
the radio-TV department, and W: 
liam F. McHale, as a writer at 
story-board artist in the motié 
picture-TV department. 
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The great majority of subscribers to U.S.News & WorLD REpPorT are men actively engaged 
in all kinds of businesses and industries . . . They influence the specifying and purchasing 


of products whose value runs into the billions . . . In a word they are Very Important People. 


a canoe —— 
More than 78 per cent of “USN&WR?” subscribers are 


in business—occupying important positions such as— 


Presidents 

Board Chairmen 
Directors 

Owners & Partners 
Vice Presidents 
General Managers 
Secretary-Treasurers 
Superintendents 
Production Managers 


Traffic Managers 
Purchasing Agents 
Engineers 


Research Directors 


Comptrollers 

Sales Managers 
Branch Managers 
Advertising Managers 


Business Advisors 
and Consultants 


are 


Very Taportauit Purchasers 


U.S.NEWS & WORLD REPORT is the only major weekly which has doubled its circula- 
tion since 1945 ... Net paid is now in excess of 400,000 intelligent, well-to-do people— 
active in business, industry, government, and civic leadership . . . Advertising rates still 
are based on a guarantee of 350,000 ... Bonus, presently delivered, in excess of 50,000. 


U.S. News & World eport 


WASHING LON 
* USEFUL NEWS FOR IMPORTANT PEOPLE x 400,009 


Read for a purpose—by more than 1,000,000 intelligent men and women in Type homes 
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Hector Fox Joins Hyster 


Hector L. Fox, with the news 
department of the Journal, Port-| 


land, Ore., for more than seven| Smith, French & Dorrance, Detroit.| been mamed vice-president in 


years, has joined the sales pro-| 
— staff of Hyster Co., Port- | 
and. | 


Brooke, Smith Names Two 
W. A. Hammond has joined the 
administrative staff of Brooke, 


Mack Chrysler has been named to 
ae agency’s creative staff in New 
ork. 


‘Meat Names Chambers V. P. 


Florence Chambers, assistant 
publisher of Meat, Chicago, has 


charge of advertising sales for the 
monthly publication of the meat 
packing and allied industries. 


you, he gets 
pe So wy oer nie eee 
’ irect 


of a series of people YOU 


No.4 


have on Your Mailing List. 


use REPLY-0 Letter 


Let 


wri REPLY-O 


the 
PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 

A Sales Offices 

BOSTON — CHICAGO — CLEVELAND 
DETROIT — TORONTO 
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Representatives of 17 Women’s Adclubs 
Hear Graham Patterson, Beatrice Adams 


MILWAUKEE, Oci. 24—A _ two- 
day session of the Midwest In- 
tercity Conference of Women’s Ad- 
vertising Clubs here heard speak- 
ers develop the conference’s theme, 
“Advertising Can Create World 
Understanding.” Delegates from 17 
clubs attended. 

They were told by Graham Pat- 
terson, publisher of the Farm 
Journal and Pathfinder, Philadel- 
phia, that the U. S. could win the 
war of ideas with Russia by using 
advertising to tell and sell the 
truth. 

“We need only to look at what 
Soviet Russia has been able to ac- 
complish to appreciate the power 
of words,” Mr. Patterson declared. 
“It doesn’t make any difference 
that Russia has employed the lie 
with such telling effect. Her suc- 
cess has proved the tremendous 
power of propaganda. 

“The lie can never prove as ef- 


A before-and-after ghowies of 
P. Lorillard’s Muriel Cigar label. 
Modernized label (right, above) 
as lithographed by Consolidated, 
is every bit as smart and up to 
date as the re-styled Muriel 
Cigar it identifies. Muriel’s ad 
agency is Lennen & Mitchell. 


ception from retailers. It 


is pilfer-proof 


Rubberset’s new “Joe The Bar- 
ber” unit gets a wonderful re- 


7 shave brushes under ” 
plastic apron. This merchan- 
diser, as created by Consoli- 
dat and 


free. Ad for Rubberset is 
Doherty, Clifford & Shenfield, 


dust- 


in the 
night 


all cats 


are 


—hard to see! No display value! 

Being in the display business . . . we say 
scat to ‘em. Our line is honest-to- 
goodness, can’t-be-missed point of purchase 
selling aids. The kind that get up, stay up 
—and sell, sell, sell—night and day. Our 
merchandising people dig up the facts 
about your product. Then our creative 
staff designs your display, package or label— 
and endows it with 9 full cat lives of 
high-powered selling. To make sure 


your point of purchase program 


is producing, consult. 


the Man from Consolidated. 


LONSOLIDATED Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 


| Louis, told the conference. 


| fective a weapon as the truth. Ang 


we need only tell the truth, over 


|and over and over again, to become 


the ultimate victors in this vicioug 
war for men’s minds.” 


es Women in advertising will be 
called upon more and more to tel] 
of the democratic way of life, but 
before writing a word of copy 
they should know more about their 
product and their market, Bea. 
trice Adams, executive vice-presi. 
dent, Gardner Advertising Co., St. 


“Let’s not assume that it is 
easier to sell freedom than to sel] 
slips and beer,” said the 1950 “Ad. 
vertising Woman of the Year.” 

“In this battle for minds and 
hearts of other peoples, let’s find 
out what they are like. Let’s find 
out what benefits we can promise 
them. What can we say to them 
that will make them like us?” 


w Ethel Erickson, Washington, 
said that women in employment 
need to be more ambitious and less 
self-effacing to get pay com- 
mensurate with that of men hold. 
ing equivalent positions. She is 
chief of the field branch of the 
research division of the Labor De- 
partment’s women’s bureau. 

Advertising as a career for 
women was discussed by Dr. Henry 
W. Fredericks, Buchen Co., Chi- 
cago; Miss Erickson; Mrs. Muriel 
Breckler, supervisor of special 
publicity, Schuster Stores, Milwau- 
kee, and Louis Panella, produc- 
tion chief of Klau-Van Pietersom- 
Dunlap Associates, Milwaukee 
agency. 


Tek Hughes Tooth Brush 
Has Money-Back Offer 

Tek Hughes has launched a five- 
week newspaper campaign to in- 
troduce its new 50¢ Tek “Speed- 
Action” tooth brush. The com- 
pany is using full-page, 1,000- and 
750-line ads in 38 newspapers in 
metropolitan areas. 

Copy stresses Tek’s streamlined 
shape and its Keton bristles, which 
are “full of spring, polish better, 
dry in a jiffy.” The introductory 
drive also features a money-back 
offer. Consumers are asked to buy 
the “Speed-Action,” use it for two 
weeks, then write and tell the com- 
pany in 25 words or less about 
their experience with it. The com- 
pany says it will refund the pur- 
chase price and permit buyers to 
retain the brush. Hanly, Hicks & 
Montgomery, New York, is han- 
dling. 


L. Rohe Walter Joins 
Sweet's Catalog Service 

L. Rohe Walter, formerly di- 
rector of adver- 
tising and public 
relations of The 
Flintkote Co., has 
been appointed 
director of client 
relations of 
Sweet’s Catalog 
Service, division 
of F. W. Dodge 
aa New York. 

r. Walter i 

the author of 
“Effective Mar- 
keting,” one of 
the volumes of the McGraw-Hill 
Library of Business Management, 
of which‘he is editor-in-chief. 


Two Join Headley-Reed 

William B. MacRae, formerly 
assistant radio director of the 
Biow Co. and assistant to the 
media director at Hirshon-Gar 
field, has joined the New York 
sales staff of Headley-Reed Co. 
radio and television representa 
tive. Robert Robbins, former space 
salesman for the New York Jour- 
nal-American, also has joined the 
company’s sales staff in New 
York. 


Shepard Joins Williams 

Ralph E. Shepard, formerly ad- 
vertising manager of Johnson Oil 
Refining Co., Chicago, has joined 
Williams Press Inc., Chicago 
Heights, Ill., printing concern, 


L. Rohe Walter 
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FIC Will Change Its Basing 
Point Policy, Mason Promises 

WASHINGTON, Oct. 26—Federal 
Trade Commissioner Lowell Mason 
is predicting a big change in FTC’s 
attitude toward the basing point 
price system. He says a commis- 
sion majority will soon repudiate 
the basis of many past decisions— 
the argument that varying mill 
net is evidence of price discrimina- 
tion. 

But varying mill net is so well 
established in the precedents of the 
court that it may still take con- 
gressional action to clarify the 
situation. 

Commissioner Mason says fed- 
eral district courts have become 
more of a stumbling block to busi- 
ness than FTC. Here’s his rather 
morbid comment: “Considering 
the groundwork laid by the recent 
Russellville, Bruces Juices and 
cosmetic cases, I am inclined to 
believe that those companies which 
absorb freight in interstate dis- 
tribution or who give quantity dis- 
counts unsupported by account- 
ant’s proof of savings, might wake 
up some day with punitive dam- 
ages against them far in excess of 
their total capitalization.” 

* ~ . 

Federal Communications Com- 
mission attorneys are burning the 
midnight oil, preparing a vigorous 
fight on RCA’s color injunction 
action, The commission won’t use 
the full 60 days it has under the 
law to prepare its answer. FCC 
feels set makers, broadcasters, re- 
tailers and the public are all en- 
titled to a quick decision. Also it 
fears the TV construction freeze 
will be on indefinitely if color 
standards become the subject of 
lengthy litigation. 

o + * 

The Post Office Department’s 
application for parcel post hikes 
via the Interstate Commerce Com- 
mission is a tough nut for mail 
users. Everyone has a right to ap- 
pear at ICC’s postal rate hearing 
Nov. 14 and ask to testify, but mail 
users who wish to intervene of- 
ficially in opposition to the appli- 
cation will probably find it neces- 
sary to retain an attorney or prac- 
titioner accredited to ICC. The at- 
mosphere will be far less cordial 
than the congressional postal com- 
mittees. 

S * 2 

Groundwork is nearly complete 
for a hard hitting excess profits 
tax, when Congress returns late 
next month. Business groups which 
have conferred with House ways 
and means committee staff mem- 
bers say hearings will be held be- 
ginning Nov. 22, but that the hear- 
ings are not likely to change the 
situation. Interestingly enough, ex- 
cess profits taxes will be enacted 
despite the Treasury’s indifference. 
Treasury believes an across-the- 
board increase in regular corporate 
taxes would provide more revenue, 
and be easier to administer. 


* * 
Industrial mobilization is be- 
coming a painful reality to some 
industries, the housing industry 
in particular. National Assn. of 
Real Estate Boards is predicting 
that fewer than 500,000 homes will 


By STANLEY E. COHEN, Washington Editor 


be built in 1951, compared with 
1,300,000 this year. Realtors are) 
also exercised over an impending 
order stopping construction of 
Tace tracks and amusement places. 

Government officials say the 
crackdown on amusement con-— 
struction is inevitable. They con- | 
tend: “We can’t cut back housing | 


and permit that kind of thing to| 


£0 on.” 


Stuart Symington, who is rapid- 
ly making National Security Re- 
sources Board the “top command” 
in industrial mobilization, is cur- 
rently “blowing cold” on price and 
wage controls. His pitch: “If 
everyone will get in there and co- 
operate, I think we stand a good 
chance of making indirect controls 
work.” 

Experience shows that every 
government policy is subject to 


revision. In mobilization, policies | 
parallel purchasing curves. By next 
summer, when military spending 
is in full stride, Mr. Symington 
will probably be “blowing hot.” 

* 7 . 

The backstage feud between 
Commerce Secretary Charles Saw- 
yer and Interior Secretary Oscar 
Chapman over steel expansion is 
headed for “umpire” Symington, 
Sawyer says a 9,000,000-ton steel 
expansion by 1952 is enough; 
Chapman says upward of 15,000,- 
000 tons are needed. 

Meanwhile, Secretary Syming- 
ton is working out details of a 
tremendous aluminum expansion 
to boost national output during the 
next three years from 1.7 billion 
to 3.7 billion pounds annually. The 
project involves outlay of $600,- 
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DANNER 


UBLICATION 

Olney Joins Kastor, Farrell pe ng oy Agel 
John C. Olney, formerly with PRINTING 
Lynn Baker Inc., has joined Kas- Akron, Ohio 
tor, Farrell, Chesley & Clifford,|srep w. DANNER — PRESIDENT 
New York, as copy supervisor. 


000,000 of government money; and | 
it raises another problem: Where 
to get enough electric power to 
keep the new plants in operation? 


‘The DIRECT SELLING LEGION + 50,000 STRONG! 


Greatest Sungle Urgamzed Force ra a a 


MULTI-BILLION- DOLLAR MARKET « Founded and Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


WRITE TODAY en 307 N. Michigon Ave. Phone Siac 


, 
FOR FACTS East 45th, New York 19, N.Y, Phone Murray Hill 4.4524 


rani S. Broadway, los Angeles, Cal. Phone Vandike 9363 


Its impossible... 


..you cant cover California's Bonanza Beeline 
without on-the-spot radio 


Be sure to launch your sales story right in the Bonanza 
Beeline. That’s a 3-billion-dollar market — California’s rich 
central valleys plus western Nevada — with more people... 
higher food sales . . . greater total retail sales than all . 
of PHILADELPHIA.* | 

But the Beeline, remember, is an inland market—inde- — 
pendent of coastal California. And Beeline people naturally 
prefer their own, on-the-spot stations, rather than faraway 
San Francisco or Los Angeles stations. 

So you do need the five BEELINE stations. Each of these 
on-the-spot stations gives you top coverage in its own rich 
part of the Beeline. Together, they blanket the whole market. 

And you choose best availabilities on each station without line 
costs or clearance problems. Combination rates. 


Secramento (ABC) 
50,000 watts 1530 ke. 


% 


The CBS station for 59,000 Kern County radio families. BMB home- 
city weekly audience averages 84% daytime, 92% at night. 
Hooper shows KERN with nearly twice the avdience of next best 
station, Mon. through Fri. afternoons; 30% more audience than 
next best station, Sun. through Sat. evenings. 


McClatchy Broadcasting Company =~ 


SACRAMENTO, CALIFORNIA © 


KERN KWG KMJ 
Reno (NBC) (CBS) Stockton (ABC) ; 4 
5000 watts, 1000 watts, night 1000 watts 1410ke, 250 watts 1230ke, 5000 watts 580 ke. 
ee Sk tae a a y 4 


*Sales Management's 1950 Copyrighted Survey 
Here's what you should know about 
KERN Bakersfield 


Last 


PAUL H. RAYMER CO., Notional Representative 
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Clark Appoints Warner Hamilton Beach Sets Drive 
Clark Bros. Co., Olean, N. Y.,| Hamilton Beach Co. division of 
manufacturer of engines and com-/| Scovill Mfg. Co., Racine, Wis., is 
pressors, has appointed Harold| investing $100,000 in a _ fall- 
Warner Co., Buffalo, as its agency. | Christmas advertising campaign 
Business papers and direct mail| for its food mixer, Mixette, and 
will be used. vacuum cleaner. Half-page two- 
color ads are scheduled in Better 
2 a Homes & Gardens, Ladies’ Home 
k of Bum Art, high prices? | Journal, Successful Farming and 
Spread 4000 new, top agency-quality | The Saturday Evening Post for 
spots, covering every need; before you | the food mixer, while half-page 
and pay only $1.00 for those you use. | bew ads in the Post feature the 
Not a cheap Lones ving limited co | vacuum cleaner. Smaller ads in 
recognized agencies, editors & Ad | several publications promote the 
rs. Write today for free brochure. Mixette, a small hand mixer. 
STIVERS STUDIO | Erwin, Wasey & Co., Chicago, is 


* San Francisco 19, Colifornio | the agency. 


WREN 


The hight Seot in 
TOPEKA KANSAS 


WEEO & COMPANY 


| diversity is so great now that the| 19% in retail advertising and 28% 
|old title no longer indicates the | in department store linage, as com- 
| breadth of the publication’s cover- 


Along the Media Path 


e Shears, 58-year-old Haywood, ing done for it by R. B. Holmgren, 
Publishing Co. monthly, has just| working under Editor M. Ohm | 
changed its name to Boxboard  Pottlitzer and Managing Editor | 
Containers. Although the name! George Hamilton. It is a lively | 
was picked from 3,059 suggestions | history of paper box making, and 
submitted by readers in a recent! several hundred readers have al- 
contest, decision to change the| ready bought specially bound 
name was made a year ago. And copies. ‘ 
for good reason. 
The device on which the origin-| e “Bounces Right Back” is the 
al name was based was something | title of a new folder issued by the 
all paper cutters used, back in| New York World-Telegram & Sun. 
1892.. But it’s now pretty much| Data includes linage figures for 
meaningless; the container indus-| September, 1950, and September, 
try has long since got away from | 1949, and indicates that the paper 
hand cutting, and the industry’s | has gained 15% in display linage, 


pared with September a year ago, 

age. despite the five-month strike. 
The October issue, a 276-page 

book, gives every evidence of the| e The Oct. 7 issue of Cue sports 


full year of research and writ-| impressive changes in layout and 


IN LOS ANGELES 


ADD THE MIRROR 
and you can't miss! 


During the first eight months 
\ of this year. 271 national 

advertising agencies, 

representing 655 

national advertisers, 

placed 1,016,288 lines* 

of national advertising 
space in 


THE MIRROR! 


TO OBTAIN FULL COVERAGE OF THE BOOMING 
LOS ANGELES MARKET 


Leading advertising agencies and local 
advertisers use America’s fastest-grow- 


‘ing newspaper, THE MIRROR, to reach 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


ADD THE MIRROR os wc 


REPRESENTED BY O’MARA & ORMSBEE, INC. * NEW YORK * CHICAGO * DETROIT * SAN FRANCISCO 


And, for the same period, 
Jeneail through 

August this year, 
1,356 local display 

advertisers placed 

3,231,909 lines* 

of display advertising 

space in 


THE MIRROR! 


fj 


TOP-RANKING ADVERTISERS ADD THE MIR 


*Source: Media Records 


ROR 


570,000 daily readers . . . 65% of whom 
read no other Los Angeles metropolitan 


daily newspaper! 


Advertising Age, October 30, 1 


type styling and features an eyg 
catching ear on the cover. Purposl 
of the redesign project, which 
quired two years’ planning, wal 
to make each page of the maga 
zine identifiable as a page from 
Cue. Body type now is a combin 
tion of Gothic and Granjon, 
new type face was designed espé 
cially for the magazine’s head 
Movie and restaurant listings a 
have been rearranged. 


e The Courier, Champaign-Ug 
bana, Ill., went all out in suppoml 
of the American Medical Assn#@ 
current ad drive, publishing a spey 
cial ten-page medical section wit} 
13,720 lines of advertising on Oc 
15. Editorial features described the 
cities’ four hospitals, two priva 
clinics, medical facilities of tha 
nearby Chanute Air Force Bas@ 
and a report on recent progress if 
medical research. 


e Town & Country has prepared 
a new compilation of its subscribs 
ers’ vacation spending plans fom 
1951. Seems that the average res 
spondent to a mail survey plang 
to be away from home 47 dayg 
and spend $2,852 on the trip. 


e A recent survey of Des Moineg 
school children, conducted by th@ 
Des Moines Register and Tribung 
indicates that children’s readers 
ship of features and items in thé 
newspaper increases from the fifth 
through eleventh grades. Advera 
tising, for example, commands aff 
audience of 30% at the fifth grad@ 
level and increases to 46%. Thé 
study was designed to uncover thé 
habits and tastes of juveniles inmgq 
regard to newspapers, magazines 
radio and other media. 


e Conover-Mast Publications hag 
sigried the Eastman Research Ors 
ganization to conduct editorial res 
search on all of the company’s# 
business papers—Aviation Age@ 
Construction Equipment, Liquof 
Store & Dispenser, Mill & Factory 
and Purchasing—beginning Jan. 1 
The publications’ officials will be 
furnished with “reader traffic re 
ports.” 


e “Top Dog,” a flop-eared dog 
with headphones and an antennae- 
like tail is the new trade charac- 
ter being used by Station CKNW, 
New Westminster, B. C., to boost 
the station’s audience. 


e “Several thousand” new sub- 
scriptions were added to the Seat- 
tle Post-Intelligencer lists as a re- 
sult of a recent bonus. offer. In 
a two-week circulation promotion, 
carrier boys were offered one casé 
of Pepsi-Cola—plus a $1 deposit 
when they returned the case—for 
each two new subscriptions. Re- 
tailers, in turn, received their full 
cost and normal profit for han- 
dling the coupons. 


New Type Book Issued © 


A new spiral bound, 128-page 
book titled “Type and Lettering,” 
by William Longyear, professof 
and head of the department of ad- 
vertising design, Pratt Institute 
has been issued by Watson-Gup- 
till Publications, New York 
($3.50). The book contains nearly 
100 complete alphabets in differ- 
ent sizes and weights, together 
with their numerals, alphabetically 
arranged and indexed; more than 
350 selected single line type speci- 
mens; a brief history of type; 
printing terms and _ definitions; 
printer’s measurements; proofread- 
ers’ marks and examples of good 
type arrangement. 


ABC Names Laws, Baron 


Separating its radio and TV 
sales department, ABC’s western 
division has named Robert 
Laws, formerly general sales man- 
ager for the western division, as 
television sales manager. Amos 
Baron, who has been sales mana- 
ger of Station KECA, Los Angeles, 
has been appointed western divi- 
sion radio sales manager. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1¥r. at $3 ( 52 issues) () Payment enclosed 
C) 2 Yrs. at $5 (104 issues) C) Bill me 


C} 3 Yrs. at $6 (156 issues) (C) Bill my firm 
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It wasn't an Indian Summer after all 


WE DIDN'T quite make the grade. But 
it was a summer to remember, packed with 
the excitement and surprises that make baseball the 
great game it is. Who could have predicted that. . . 


© With 7 and 11 run leads we'd blow two games 
to the Red Sox...and then three weeks later 
take them for a double-header and knock them 
out of the race. 


@ A pair of rookie infielders would hit 65 
home runs...and lead the Indians to a new 
team record. 

@ We'd play the Tigers even up all summer... 
and then sweep four straight to end their 
pennant hopes. 

@ We'd complete three-fourths of ibe year with- 
out a serious injury...and then have four reg- 
ulars benched with charley horses at one time. 


INDIAN SIGN—This six column by 16” 


@ After entering the season with a veteran lineup, 
we'd finish with an all-rookie infield...and an 
eight game winning streak, the longest in years. 

Maybe it wasn't such a bad summer, at that. The show 
of strength at the finish sounds a note of real op- 
timism for next season. And, in our first year, we 
enjoyed—and deeply app the truly rkabl. 

support of the Indian fans, to the tune of an attendance 
of 1,727,464, the third largest in Cleveland baseball. 


The season is over for you—but it’s just beginning 
for us. The council fires are burning late in the Wig- 
wam these nights as we lay our plans for reinforcing 
the squad so we can make next summer really the 
Indians’ summer. We're in this game to win...and 
we're taking dead aim on that 195: flag. Whatever 
it takes to fly it over the Stadium, we will do all in 
our power to deliver. That's a promise. 


THE CLEVELAND INDIANS 


ad which was placed by the Cleveland 


Indians (through Lang, Fisher & Stashower) in the Cleveland News, Plain Dealer and 
Press, the Akron Beacon Journal, Youngstown Vindicator and Canton Repository, is 
undoubtedly the most unusual ad ever placed by a baseball club. 


Briggs Appoints MacManus 


Briggs Mfg. Co., Detroit, has ap- 
pointed MacManus, John & Adams, 
Detroit, to handle its plumbing 
ware division account, effective 
Jan. 1. The agency has started 
preparation of 1951 advertising 
campaigns, which will include a 
specialized program for Briggs’ 
line of kitchen and bathroom 
plumbing ware and brass fittings. 
McCann-Erickson formerly serv- 
iced the plumbing ware account. 


RCA Victor Names Toney 
James M. Toney, advertising 
manager of RCA Victor’s home 
instruments department, Camden, 
N. J., has been appointed director 
of public relations of the RCA 
s Victor Division, Radio Corp. of 
America. He replaces John K. 
West, who has been named vice- 
president in charge of the western 


division of National Broadcasting 


Co. succeeding Sidney Strotz. 


Smead Succeeds Williams 
As Ford Sales Manager 

L. W. Smead, 
assistant general 
sales manager of 
the Ford Division 
of Ford Motor 
Co., has been pro- 
moted to general 
sales manager. 
He succeeds Wal- 
ker Williams, who 
recently was 
made vice-presi- 
dent in charge 
of sales and ad- 
vertising (AA, Oct. 2). 

Mr. Williams took over the posi- 
tion vacated by John R. Davis, who 
remains with Ford as a vice-presi- 
dent and director. 


L. W. Smead 


Enjoy smooth selling 


LOCATION. For their painted 
bulletins, Schenley picks spots 
where traffic is thickest. And in 
this premium location, notice how 
GOA’s special lighting effects . . 

cut out, illuminated letters .. . 
Pay off in additional impact and 


1925 Silver Anniversary Year 1950 


RLEY 


Enjoy Smooth, NUE, 


A a 


remembrance! General Outdoor 
Advertising Co., 515 S. Loomis 
St., Chicago 7, Illinois. 


*% Covers 1400 
leading cities 
and towns 


Want “LOOK-AGAIN” 
_ Promotion? 


OUR MISSES ARE HITS!» | 


The melody’s a merry 
one which (according to 
Mr. Berlin’s well-known 
ditty) a pretty girl is like 
—that is, if said lovely is 
one of INLAND’S excep- 
tionally eye-filling gallery. 
In that case, the air is attuned 
to the musical jingle of the 
cash register. The dealer likes 
to look at her. The customer 
likes to look at her. We even 
like to look at her ourselves! 


We've got ’em sultry—we've 
got ‘em sweet—blonde and 
brunette—tall and svelte, petite 
and curvaceous. Whatever your 
estimate of the temperature and 
tastes of your particular market, 
INLAND art will fulfill your fond- 
est expectations— not to mention 
many a prominent spot on retailer’s 
walls. And once up, these delightful 
damsels have a way of catching and 
holding the pleased eyes of all 
beholders..to the advantage of your 
sales curve. 


These and other INLAND “Look- Again” 
point-of-purchase pieces — with such 
popular subjects as pups, hunters, fisher- 
men, wild birds, landscapes—are rendered 
in many styles by top artists. All, of course, 
are beautifully lithographed on INLAND’S 
“last-word” equipment* —and with the 
INLAND old-line craftsmanship which 
never yet lost, or even so much as clouded, 
the siren sparkle in a miss’s starry eye! : 


NLAN 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 


% including a big 4-color press which 
turns out—for fast delivery —Book- 
lets, Folders and all kinds of Sales 
Literature. Press sizes from 21'’x28"’ 
to 52''x 76". Like samples? 


LMG? tifole 
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Broughan Elected 
President of New 
England Ad Execs . 


Boston, Oct. 24—John B. Broug- 
han, Record-Gazette, Greenfield, 
Mass., was elected president of the 
New England Newspaper Adver- 
tising Executives Assn. at its an- 
nual meeting at the Parker House 
here today. 

Mr. Broughan succeeds Andy 
Pease, News, Bangor, Me., who 
was named to the board of direc- 
tors. Others elected: Francis Buck- 
ley, Republic-American, Water- 
bury, Conn., vice-president; John 
S. Doherty, Eagle Tribune, Law- 
rence, Mass., secretary, and Nelson 
A. Demera, Press, Middletown, 
Conn., treasurer. 

Classified advertising policies of 
the Providence Journal and Eve- 
ning Bulletin were explained to 
the ad executives at the meeting 
by James A. Doherty, classified 
advertising manager of the papers. 

“We have built our classified 
linage,” he said, “by treating our 
classified section as a directory, 
carefully cataloging each section 
and column.” The section, he add- 
ed, should be thought of as a serv- 
ice to the mass of readers and only 
secondarily as a source of revenue, 
even though classified is now the 
second most important linage pro- 
ducer (after retail display) for 
U. S. dailies. 


ws Mr. Doherty said that his news- 
papers carefully censor all classi- 
fied ads “because the public ex- 
pects us to.” The public, he 
stressed, must have complete con- 
fidence not oniy in a newspaper 
but in what they can buy through 
it. 

Reviewing classified promotion 
methods, he said years of experi- 
mentation have proved to him 
that “one’s own paper is the best 
means of promotion.” 

Running a complete classified 
ad, minus the advertiser’s name, 
and with a statement that a cer- 
tain number of people are still 
looking for the advertised item, 
has brought “amazing” results, he 
declared. 


Willys Promotes Ellis 


Willys-Overland Motors Inc., 
Toledo, has named Donald T. Ellis 
as fleet and truck sales manager. 
He was formerly assistant mana- 
ger of the fleet and equipment 
sales department. 


“MEMO )) ¢ 
Space Suyers 


CASH REGISTER PROOF 


When your dealers’ cash registers 
sing of sales, you‘re getting the elo- 
quent proof of readership attention 
that every space buyer prays for. 

That's the kind of readership that 
prompts mail order space buyers to 
re-invest their advertising dollars 
in Foreign Service, the V.F.W. 
magazine. 

Any magazine that can keep mail 
order space buyers happy is a safe 
bet on readership attention for your 
product. You owe it to yourself to 
make sure your media list includes 
the V.F.W. magazine — Foreign 
Service. 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Toreign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St.. New York 17, N. Y. 


| Names Bodet Ad Manager 


Rose E. Bodet, secretary of La 
Hacienda Co., New York, and for- 
merly sales promotion manager, 
has been appointed advertising| 
manager of the company’s two edi- 
tions, La Hacienda and A Fazenda. 


Names Schwamm Chairman 

Major Harvey L. Schwamm, 
president of the American Trust 
Co., has been named chairman of 
the board of the Jewish Morning 
Journal and Jewish American, 
New York. 


Names Bruce Stabelfteldt 
Edward Valves Inc., East Chi- 
cago, Ind., has named Bruce Sta- 


Hawaii Ups Promotion 
Hawaii Visitors Bureau has set 


| up a new $500,000 annual promo- 


belfeldt, former advertising mana-| tion budget for the territory be- 


ger of Blackhawk Mfg. Co., West 
Allis, Wis., as assistant to the vice- 
president for advertising and sales 
promotion. 


KRKO Increases Wattage 

KRKO, Everett, Wash., a Mutu- 
al-Don Lee affiliate, has increased 
its power from 250 to 1,000 watts, 
and has moved its frequency from 
1400 to 1380 kc. 


| 


| 


cause of increased emphasis on 
Hawaii resulting from statehood 
efforts, war activity in the Pacific 
and travel booms. 


Adds New Department 

Rapid Grip & Batten Ltd., To- 
ronto, has installed equipment and 
facilities for producing rotogra- 
vure cylinders for packaging spe- 
cialty and allied industries. 


Advertising Age, October 30, 1959 
Laycock Succeeds Foster 


Laurence H. Foster has resigned 
as sales promotion director of The 
Fair, Chicago department store. 
Helen Laycock, advertising mana. 
ger, will assume Mr. Foster's 
duties until further notice. 


Remco to Aubrey, Moore 

Remco Inc., Chicago, distributor 
of Sylvania radio and television 
receivers, has appointed Aubrey, 
Moore & Wallace, Chicago, as its 
agency. Metropolitan newspapers 
will be used. 
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Garlow Joins Howe Scale 


Walter F. Garlow, formerly ad- 
yertising manager of the Restfoam 
division of MHewitt-Robins Inc., 
Buffalo, has been named sales 

romotion manager of Howe Scale 
Co., Rutland, Vt., manufacturer of 
scales, trailers and dollies. 


KBON Promotes Beverly Bush 
Beverly Bush, who has been pro- 

motion assistant and continuity 

writer of KBON, Omaha, has 


been named to handle the pro- 
motion. 


Per Inquiry Advertising Announced for 
‘Arts & Architecture’s’ New Quarterly 


Los ANGELES, Oct. 25—Arts & 
Architecture in January will issue 
a new quarterly, Architectural 
Handbook, which will go to the 
20,000 U.S. architects of record. 

The new publication will con- 
sist entirely of product listings un- 
der a minimum of 500 architec- 
tural and building classifications, 


| 


not be sold in units of less than a 
full page. The display rate will be 
$200 per page on a one-time basis, 
or $175.0on a four-time basis. 
Product listings may be paid for 
at a rate of $2 per line, or a “per 
inquiry” rate of 25¢ per each in- 
quiry from an architect of record 
sent to the advertiser. 


and display advertising which will! Handbook, each listing will be 


In the} 


preceded by an assigned number 
so that architects desiring further | 
information about a specific prod- | 
uct can enter the number on cou- 
pons provided. When sent to the 
publisher, the inquiries are relayed 
to the manufacturer concerned. 


s The same type of listing is now 
used in Arts & Architecture, which 
reports a total of 145,129 inquiries 
during the past two years, 

Since more than 500 classifica- 
tions will be carried in the new 
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Handbook, there will not be paid 
or “per inquiry” advertising under 
every head. To compensate for 
this, architects will be asked to 
pay $2.50 for a year’s subscription 
which will entitle them to an un- 
limited number of requests for in- 
formation. 

When a non-subscriber asks 
for information from a non-ad- 
vertiser, he will be required to pay 
10¢ for each request. 


Sharpe, Wolff Join K&E 


Frank L. Sharpe, formerly with 
Reiman-Conway, and Janet Wolff, 
previously with Compton Adver- 
tising, have joined Kenyon & Eck- 
hardt, New York. Mr. Sharpe was 
named business manager of the 
copy department, and Miss Wolff 
is a copywriter. 


To LaGrange & Garrison 

Muskegon Motor Specialties 
Co., division of Houdaille-Hershey 
Corp., Jackson, Mich., manufac- 
turer of automotive equipment, 
has appointed LaGrange & Garri- 
son Inc., Indianapolis, Ind., as its 
agency. 
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Frozen Foods Served, Their Makers Feted 
at Dinner of N. Y. Sales Executives Club 


New York, Oct. 24—The frozen! gets of the collective industry are 


food industry will continue making 
gains so long as it selects suitable 
foods for marketing, according to 
Charles G. Mortimer Jr., vice- 
president of the General Foods 
Corp. and head of the Birds Eye- 
Snider Division. 


Mr. Mortimer, optimistic over) 


Dodge Names George Orphal 


more than 800 persons attending | 


the industry’s future, spoke before 


a luncheon given by the Sales Ex- 
ecutives Club of New York as a 
salute to “the wonder industry— 
frozen foods.” The diners were 
served a complete frozen food 
meal. 


Warning that not everything is | 


better frozen, Mr. Mortimer said 


only foods meeting four standards | 


should be marketed: 


es “Freezing must add to the qual- 
ity of the raw food; the frozen item 
must save the housewife labor and 
time in preparing it for the table; 
the price should represent good 
consumer value; and the margin 
of profit on the item must be suf- 
ficient to pay for advertising, pro- 
motion and education costs and 
still leave an adequate profit.” 
According to Mr. Mortimer, 
there are now 1,043 packers and 
processors in the field and 1,200 
brands of 200 varieties of frozen 
foods. He said 200,000 retail stores 
are equipped to sell frozen foods, 
including 75% of the chain stores. 


a E. W. Williams, publisher of 
Quick Frozen Foods, said sales this 
year will amount to about $500,- 
000,000 and that, if present gains 
continue, the figure will go to 
$1,500,000,000 by 1955. 

He said per capita consumption 
of frozen foods is now at 10 pounds 
a year and by 1955 will reach 55 
pounds. 

Martin Mathews, vice-president 
and director of sales and market- 
ing of Snow Crop Marketers Di- 
vision, Clinton Foods Inc., told 
the diners that inventories “are 
in good position,” and that “sales 
promotional and advertising bud- 


He spends lots of time putting up 
displays with tape, glue, or tacks 
- +. and then he spends a lot more 
time going around picking them up, 
after they tear, rip, or flop and 
finally fall to the floor! 


How can you eliminate such 
troubles . . . and gain better dealer 
cooperation? Easy— just order your 
flat display material finished with 
SAM metal strips! SAM finished 
material hangs straight from a single 


center suspension point — makes 
displays look better — last longer! 
con CALE? (aaa 
e or eee 
BOARD DISPLAYS or. walle: few 
INCHES WIDE detaits! 
Mulberry 2672 


Cincinnati, Ohio 
on 


Stuebing Automatic 
SAM Machine Co. 


METAL EDGING AND EDGING 
MACHINERY FOR THE PRINTING TRADE 


3420 BEEKMAN STREET 
CINCINNATI 23, OHIO 


evidence of our ability to carry a 
full-scale 
foods to the consumers of the na- 
tion. Every conceivable kind of 
media will be used including tele- 
vision, radio, newspapers, national 
magazines and outdoor.” 


campaign on _ frozen 


Dodge division of Chrysler Corp., 


Detroit, has named George A. Or- 
phal, formerly assistant director 


of truck sales, as western sales 
director. Mr. Orphal, with offices 
at the Dodge plant in San Leandro, 
Cal., will be in charge of a new 
sales office for coordinating activi- 
ties of the Los Angeles, San Fran- 
cisco and Portland, Ore., regional 
offices. 


Elects Singer Chairman 
Herbert M. Singer, chairman of 
the board of the Pontiac Refin- 
ing Corp., Corpus Christi, Tex., 
has been elected chairman of the 
executive committee of the Pepsi- 
Cola Co., New York. Mr. Singer 
has been associated with Pepsi- 
Cola since 1935 as legal counsel. 


O’Brien & Dorrance Changes 
to Dorrance-Waddell Inc. 


O’Brieh & Dorrance Inc., New 
York agency, effective Nov. 1, 


will change its name to Dorrance- | 


Waddell Inc. Dick Dorrance will 
remain agency president. Eugene 
Waddell, who becomes executive 
vice-president and chief plans 
writer, and William L. Morison, 
media director, have acquired the 
ownership formerly held by Harry 
F. O’Brien. 

Mr. O’Brien has resigned as di- 
rector and executive vice-presi- 
dent in order to establish his own 
consulting design service. William 
Bonyun, former president of Dag- 
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| gett & Ramsdell, will join the staff 
as marketing director. John Cash. 
man, also part owner of the agen. 
| cy, remains as secretary-treasurer 
|and vice-president in charge of 
client service. Dorrance-Waddel] 
| will specialize in package goods 
'and general accounts, but also 
lans continuation of merchandis. 
ing and promotional services. 


Spector Resigns Account 

Raymond Spector Co., New 
York, has resigned the account of 
| Fleming-Hall Tobacco Co., New 
York, maker of Sano cigarets, 
Fleming-Hall will announce its 
new agency about Nov. 1. 
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Oberfelder Suggests Agencies, Advertisers 
Do the Qualitative Research on Programs 


New York, Oct. 26—Despite the 
amount of money spent by broad- 
casters to buy various research 
services, radio has never been able 
to get the “most important type 
of research—figures on sales ef- 
fectiveness.” 

This statement was made by 
Ted Oberfelder, manager of WJZ, 
New York, at the annual luncheon 
of Pulse Inc. 

“Too many times programs are 
canceled because a rating drops 


a point or two on a single rating 
report. Too many times seemingly 
low-rated programs are canceled 
without a thought being given to 
how effective the vehicle is for 
creating sales,” he said. 


a “A case in point: Generally 
speaking, local women’s commen- 
tators don’t get much of a rating, 
but those sponsors who have had 
experience in using this type of 
program are well aware of the 


tremendous selling power and 
pressure these programs exert.” 
Mr. Oberfelder suggested that 
perhaps stations and networks 
should confine themselves to quan- 
titative research, while leaving 
the job of qualitative analysis up 
to advertisers and agencies. If ad- 
vertisers developed a copy testing 
technique similar to that used in 
print media, they might get even 
greater sales results from radio 
and TV than they do now, he said. 
More pre-planning on program 
content also was recommended. 
“Radio advertisers risk $1,000,000 
in a network show and in most 


cases this is done without the 
slightest bit of tryout, audience 
reaction or just plain research,” the 
broadcasters continued. 


ABC SHIFTS SEVERAL 
EXECUTIVES IN N. Y. 

New York, Oct. 24—American 
Broadcasting Co. this week shifted 
and promoted several of its execu- 
tives. 

Ernest Lee Jahncke, formerly 
vice-president in charge of the 


stations department, was named | 
v. p. for radio. He will supervise | 


all radio activities for the network 
and for its owned and operated 


? Need Flexibility? Get It In 


.»eThe Only Great Sunday Magazine You Can Use 
For Mass Selling In Single Markets 


Have you a market with pressing sales problems? A 
market where, for one reason or another, your sales 
volume is outmatched by competitors? A market that 
needs effective individual attention and needs it quick? 

If so, here’s a tested and economical way to help 
put such a falling market back on its feet. Back your 
sales work in such a market, with the tremendous, 
individual-market selling force available to you only 
in PICTORIAL REVIEW. 

PICTORIAL REVIEW among all great Sunday Mag- 
azines possesses the flexibility that permits you to use 


And Pictorial Review 
Gives You These 
Other Exclusive Advantages 


1, A mass-buying audience created and held by the World’s 
top artists and writers. 


2. Proven high readership for your advertisements. 

3, The mighty impact of color advertising even in a single 
market. 

4, Reader interest anchored deep in all the news of home- 
town entertainment. 


5. No single page competitive product advertising . . . a 
clear field for your sales story. 


6, Ability to time your advertising to the timing of your 
individual market plans. 


7, Deep penetration into largest consumer-masses in 
America’s biggest buying centers. 


8, The individual, street-by-street market guidance of the 
famous Hearst Sales Operating Controls. 


without penalty its mighty sales-pull even with color, 
in from one to ten of America’s richest markets as 
your needs dictate. 

Have you checked over recently how your sales 
stand in each of PICTORIAL REVIEW'S 10 bountiful 
markets? In which of these markets can you use 
PICTORIAL REVIEW’S flexible deep-penetration cov- 
erage? If in any one or more of these 10 big-potential 
markets, localized sales problems are tripping you, do 
this:—See how your advertisements in PICTORIAL 
REVIEW can build sales for you . . . now. 


- y - 
Pittsburgh Sun-Telegraph 
Detroit Times 
oe ea ae Chicago Herald-American 
i Milwaukee Sentinel 
Sn New York Journal-American 
HI = Boston Advertiser 
en) Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-intelligencer 
Baltimore American 


A HEARST PUBLICATION 
Represented Nationally By Hearst Advertising Service 
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stations. 

Vice-presidents Robert Saudek 
and Joseph A. McDonald were ap- 
pointed assistants to the president. 
In addition to his present public 
affairs, publicity and continuity 
acceptance assignments, Mr. Sau- 
dek will assume responsibility for 
advertising, research and promo- 
tion. Mitchell DeGrott was named 
acting manager of advertising and 
promotion. 

Named manager of WJZ, New 
York, was Ted Oberfelder, who 
previously directed advertising, 
| promotion and research for the 
| network. Clarence Doty, assistant 
to the vice-president for owned 
and operated stations, was shifted 
to manager of WJZ-TV here. 

ABC only last Friday separated 
| its radio and TV sales depart- 
ments (AA, Oct. 23). 


Appoints Factor Agency 


Sav-on-Drugs, Southern Calif- 
ornia chain of self service drug 
stores, has appointed Ted H. Fac- 
tor Agency, Los Angeles, as its 
agency. 


1 
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Looking 
for a good steer? 


There’s no meatier magazine audi- 
ence than the 2,560,000* readers of 
House BeauTIFUL. Are you getting 
your slice of the millions they spend 
on products they find through the 
pages of House BeauTiFUL? 


For instance, House BEAUTIFUL’s 
Window Shopping pages account 
for some fantastic selling success 
stories. It’s not unusual for a 1/12 
page ad in Window Shopping to pull 
1000 orders. House BeauTtiFut will 
gladly quote you chapter and verse 
on Window Shopping advertise- 
ments that have done even better. 


What kind of merchandise sells 
through House BeauTiIFUL’s Win- 
dow Shopping pages? Believe us, 
every kind! Personalized matches. 
Cast-iron settees. Decorated tooth 
brushes. Crystal chandeliers. If it 
promises better living in a better 
home, it goes over... BIG, 


' House BEAUTIFUL readers have 


| 


money to spend. Some 90,000 sub- 
scriber families earn over $25,000 


, a year. When they like something, 


they buy it. They like what they see 
in House BEAUTIFUL. 


*4.5 readers per copy according to publisher's surveys 


House Beautiful 


the magazine that sells 
both sides of the counter 
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No. 3779. Dealer Point of Sale 

Signs. 

Neon Products Inc. offers this 
24-page book containing informa- 
tion and illustrations of its new 
Plastilux “500” outside dealer 
identification signs and the Spe- 
cialine, illuminated interior and 
window signs, An interesting fea- 
ture of the book is an introductory 
story covering the history and use 
of signs. 


No. 3781. Readership in the Metal- 
working Field. 

This booklet summarizes the re- 
sults of the recent Advertising Re- 
search Foundation’s survey of the 
March 6 issue of American Ma- 
chinist. The foundation’s first 
study of a metalworking maga- 
zine, it offers advertisers and 
agencies factual information on 
readership of editorial and adver- 
tising copy, showing the type of 
editorial material and advertise- 
ments receiving the greatest per- 
centage of readership in this field. 
No. 3782. Southern Market for 

Flashlights and Batteries. 

A study of the number of fam- 
ilies owning flashlights, battery- 
operated radios and persons using 
hearing aids among farm family 
subscribers in 14 southern states 
is offered by The Progressive 
Farmer. This study covers the use, 
point of purchase and brand pref- 
erences of these items. 


No. 3783. An Independent Farm 
Publication Study. 

Reading habits, interest and at- 
titudes of Iowa farm subscribers 
are presented in this comprehen- 
sive study offered advertisers and 
agencies by the Iowa Farm and 
Home Register. Consisting of 80 


Note: Inquiries for the items listed above will not be serviced beyond Dee. 11. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


Information for Advertisers © 


pages, this study reproduces var- 
ious advertisements and editorial 
stories used in the survey. The 


method used in recording the read- | 


ership information in the study is 
comparable to that used in the 
Continuing Study of Newspaper | 
Reading and the Continuing Study | 
of Farm Publications. 


No. 3784. 1950 Men’s Wear Fact 
Book. 

This booklet issued annually by 
Men’s Wear is prepared to assist 
manufacturers and their advertis- 
ing agencies in forming a sound 
approach to advertising and mer- 
chandising programs. It contains 
an analysis of the retail sales vol- 
ume in the various types of outlets, 
plus a breakdown of the volume 
done in different types of men’s 
wear merchandise. 


No. 3785. Selling the Nationwide 
Camp Market. 

Data on types of equipment, sup- 
plies and services used by camp 
operators is contained in this new 
study of the camp market offered 
by Camping Magazine. Also given 
is the dollar volume of annual 
purchases of major products, with 
detailed information on buying 
procedures employed by camp di- 
rectors when purchasing food, food 
service, waterfront, sports, movies, 
photographic and other products. 


No. 3789. Facts on Farm Equip- 
ment Retailing. 

Market and media data for the 
field made up of retail farm equip- 
ment are presented in this new 
loose-leaf folder offered by Farm 
Equipment Retailing. Included are 
facts on the industry and its asso- 
ciations, services rendered by the 
publication, its circulation and ad- 


Please send me the following (insert number of each item wanted 


vertising rates. 
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ADDRESS 

CITY & ZONE STATE 


the SWING is to 


MAXWELL 
BOARDWALK 
DISPLAYS 


“A. A. REACHES MEN AT 


DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


Advertising Agé, October 30, 1959 


POSITIONS WANTED 

MARKETING RESEARCH 
Experienced, writes well, good speaker, 
keen analyst, can sell, astute manager, 
idea man, hard worker, Ph. D., $12,509, 
Box 3440, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
ILLUSTRATOR ’ 
Chicago area. 7 years experience in ajj 
h of studio art. Desire full time 


a 


HELP WANTED 
Layout Artist $5500 
Printer. Texas 


GEORGE WILLIAMS—PERSONNEL 
209 S. State St. HA 17-2063 Chicago 4 
CAR CARD Advertising Salesman needed 
for Chicago. Age 30 to 50. Selling exper- 
ience. $400 to $500 per month. Rush writ- 
ten details and photograph to 

Box 3398, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Wanted At Once 


Sales & Advertising Mgr. $9000 
Sales Mgr. Frozen Foods $10,000 
Advertising Asst, Farm Products $4800 
Editorial Asst. $3200 
Advertising Trainee 15-230, 


$2 
HARRISON PERSONNEL SERVICE 
Estab. 35 years 


Editor—Feature Staff Writer for News 
Letter Bulletin Service and National 
House Organ Syndicate, near Washington. 
Prefer Journalism graduate with newspa- 
per and advertising experience. Opportun- 
ity for investment and one-third share of 


profits. 
Box 3441, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

FRED J. MASTERSON 

ADVERTISING & PUBLISHING 

PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 

TWO SOUTHERN OPPORTUNITIES 
GENERAL MANAGER AND SALESMAN 
General Manager for established southern 
publishing firm handling primarily organ- 
ization magazines and newspapers special- 
izing in good public relations, institut- 
ional and good will advertising. Exper- 
ience and background in this type of ad- 
vertising essential. Must be able to direct 
sales, editorial and business personnel. 
Location is in fine southern University 
center. Good permanent opportunity for 
right man. Man chosen will be given op- 
portunity to acquire stock ownership later 
if mutually agreeable. Write fully in- 
dicating salary requirements. Also need 
good salesman for statewide magazine, 
male or female. Good opportunity for ad- 
vancement. Applicants must be above the 
average to qualify for either opening. 

Box 3442, ADVERTISING AGE 

11 E, 47th St., New York 17, N. Y. 


Promotional Mgr-Know distribution to re- 
tailers. Color SYSteIM..........:.c000 Open 
Public Relations-(Fem) Beauty mfg. exp. 
Know trade publicity. Top agcy....Open 
Rendering Art-Figure and pkg. 5 
Must be expert. Top agcy.... 
Layout Man-Modern. Crisp ren .$5000 
Home Ec Grad-Know food testing....$2700 
Sales Training Asst-Sales manual exper. 
Good speaker and organizer 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson WAbash 2-9400 Chicago 4 


WANTED 
CATALOG SALESMAN 
We have an opening for a salesman, pre- 
ferably with Prefiled Catalog selling ex- 
perience, who will work in the Ohio ter- 
ritory. Here is a lucrative opportunity 
for the right man to contact our present 
accounts and build a permanent well pay- 
ing business as manager of this territory. 
We are an old (since 1900) well establish- 
ed publisher. Here is a rare opportunity, 
it will pay you to investigate—salary or 
commission or both, Write in strictest 
confidence for further information and 
arrangement for interview, giving past 
experience, age, and other information 
about yourself. 
Box 3443, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
Chicago 4, Ill. 


14 E, Jackson Blvd. 


Established motion picture producer wants 
a qualified representative in New York, 
Chicago and San Francisco to sell all 
types of motion pictures to advertising 
agencies and industrial concerns. Liberal 
commission and expense account, Write 
detailed qualifications to 

Box 3429, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

MISCELLANEOUS 

Leading publicity organization will serve 
as publicity dept. for advertising agency. 
Create, execute, resultful campaigns. Wal- 
ter Kaner Assoc., 452 5th Ave., N. Y. 


once! 


PE-6-0380. 


il 


POSITIONS WANTED 
COPYWRITER 
Large 4A—Small agency exp. Heavy natl. 
indl.-genl. accounts. Radio-TV, research, 
account exec. background. Young, mar- 
ried, veteran & draft exempt. 
Box 34436, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

ASSISTANT ACCOUNT EXECUTIVE 
Fully qualified to share responsibilities 
of overworked Account Executive, and to 
handle smaller accounts. Now Assistant 
Director of Research for medium-sized 


| agency, after four and one-half years’ ex- 


perience (since war service) in produc- 
tion, account traffic, and media and mar- 
ket research. Two years’ newspaper work 
before war. College, age 33, married. 
Box 3437, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
TO AD AGENCY WITH TV DEPT. 
Copy & TV script writer specially train- 
ed 15 mo. for TV production & packaging. 
Box 3438, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SEASONED MAN AVAILABLE— 
AGENCY OR MANUFACTURER! 
Thoroughly seasoned Advertising Man 
seeks new connection with agency or 
manufacturer. Have handled important 
accounts for major agencies. Good new 
business record. Served two leading man- 
ufacturers as Advertising Manager. Ex- 
perience ranges from food to industrial, 
electrical appliances to clothing to auto- 
mobiles. Understand ad making, planning 
and presenting campaigns, merchandising, 
planning sales drives, market analysis, 
new business presentations, etc. Familiar 
all media, couponing, premiums, etc. 
Chiefly interested Midwest, Southwest or 
Pacific Coast. Salary open to negotiation. 
Good health, appearance and personality. 
Married, draft exempt. Available after 
Nov. 1. Now in Northwest but will meet 
interested parties anywhere for interview 
or will send detailed dossier. Address: 
Box 3439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


28 years 
is a lot of 
EXPERIENCE.... 


Continuously—and in every phase 
of advertising. Successful com- 
mercial artist in 1922, up thru 8 
years as Adv. Mgr. (mfr.); 7 in 
agencies, in every capacity up to 
and incl. principal; 7 as major 
newsp. art & copy director—all 
in Chicago—and rest as creative 
director, printing and litho, and 
dept. store pub. dir., adv. and 
sales prom. manager. 


That adds up to full diversifi- 
cation, broad creative and ad- 
ministrative talents and a lot of 
potential. 47, married. Can go 
anywhere, prefer South or South- 
west. $12,500 minimum. 


Box 7733, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


ACCENT ON MATURITY 


Can you sell and hold accounts? Want 
to leave big-city huckstering, settle 
down in small ~ noted for its pros- 
erity and real living, save money, 
| enim 4 job worries? Able and Name 
to tackle selling and servicing smal 
accounts in $2,500 to $75,000 bracket? 
Ferret out competition’s weaknesses, 
write own pitches, open doors, close 
deals rapidly? We don’t care how old 
you are. We need two mature men, 
settled, sober, sincere—one to sell na- 
tionals, one to sell local retails. Ex- 
tremely liberal straight commission 
deal, under contract. Earnings limited 
only by your ambition and ability. 
Have literally hundreds of prospects, 
full recognition, strong national affilia- 
tions, sound record, strong copy-art- 
ode age | staff, quiet location, own 
uilding. No floaters; reply in confi- 
dence. ation, Pennsylvania. 


Box 7734, Advertising Age 
200 E. Illinois St., Chicago 11, IIl. 


in famous... 


ATLANTIC CITY 


Millions See 
MAXWELL DISPLAYS 


position with studio, printer, or publish. 
ing art dept. Samples. Salary secondary 
to challenging opportunity. 
Box 3444, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 
PRINTING BUYER AND PROD. MGR. 
Seasoned man 35 years old is looking fo 
permanent spot with a future. 16 year 
background in adv. and graphic arts. Has 
thorough knowledge of all printing proc 
esses. Possesses know-how for getting 
jobs done ‘right’ and ‘on time’. 
Box 3445, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Advertising Space Salesman 
College graduate. Forceful public speaker, 
Go-getter for new business. Widely ex. 
perienced in middlewest. Draft exempt 

x 3408, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


LAYOUT ARTIST. Chicago only. 2 yra 

gen’l exp. College grad. $60. 

Write AL, c/o Maywood Sales Co. 
1142 S. Keeler Ave., Chicago 24 


WANTED: 

AN ADVERTISING SPACE SALESMAN 
WITH DRIVE AND IMAGINATION 
This publishing organization has 
been in business 30 years in the 
Youth field. Its group of periodi- 
cals now has a weekly net paid 
circulation of more than 800,000 
among boys and girls from 12 to 
18 years of age. They are the only 
A. B. C. magazines serving the 
junior and senior high school 
classrooms. We want a man to 
open our own mid-west office in 
Chicago. The right man will have 
the opportunity to sell an estab- 
lished medium with a sound and 
inspiring story. It is a story that 
is already well accepted among 
many mid-west advertisers; but 
it is a story that should be told to 
many more. For the right man 
with drive and imagination, this 
is an opportunity to become an 
important part of a steadily grow- 
ing organization. Address your 
letter to Box 7737, Advertising 
nge 200 E. Illinois St., Chicago 11, 


HERE’S A 
TOP MAN FOR 
A TOP JOB! 


This 35-year-old executive has 
proved ability in all phases of 
promotion and advertising. Rich 
experience in smart merchandis- 
ing. A sound idea man—great on 
complete promotional plans. Ad- 
ministrative talents tested with 
big department, multi-million 
budgets. Now doing fine on a big 
job with nationally famous firm, 
but looking for different horizon. 
Able and willing to relocate. 
$13,000—$15,000. For details 
Address Box 7740, ADVERTISING 
AGE, 200 E. Illinois Street, Chi- 
cago 11, Illinois. 


COPYWRITER 
Mail Order—Direct Selli 
Opportunity to Make Your Next 
Five Years’ Progress in One 

If you’re the man we're omy | for, you 
know our agency and know the client 
we serve. You're turning out hard-selling 
copy today in an advertising agency # 
you're copy man in a mail order or direct 
selling company. You can hammer out 
| powerful, resultful mail order and direct 
|selling ads, radio commercials, letters 
folders . . . you work fast . . . you mé¢ 
deadlines .. . you've got an idea a min- 
ute, and know how to follow through. 
We've got a spot in our agency that’s the 
answer to your prayer . . . fast-growing 
volume, top mail order and direct sellin 
clients, congenial associates, plenty 0 
freedom, and starting salary bigger than 
you’d ask for. The sky’s the future. Take 
a look at this if you can fit the bil! and 
are unhappy where you are. Make your 
letter long and detailed to save time all 
around. Your reply confidential. Write to 
Harry Schneiderman, E. H. Brown Ad- 
vertising Agency, 20 N. Wacker Drive, 
Chicago 6. 


Do You Want New York Accounts? 


Successful sales team with office at 270 
Park Avenue now active with graphic 
arts service to advertising agencies and 
national firms desires allied line as 
broker or factory representatives. 
Box 7707, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
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‘|| The Eye and Ear Department 


Tuesdays, over CBS, one can hear “Inspector Hearthstone of 
the Death Squad” for Bayer aspirin—one of the innumerable if 
ineptly named “detective” stories with which radio is afflicted 
today, and which seem gradually to be taking over TV, too. 

Like all the others, “Inspector Hearthstone of the Death 
‘ Squad” is no masterpiece of story telling. Few of these things 
seem to have to be. All they need are a corpse—preceded by a’ 
x4 particularly gruesome murder—a detective or private eye and 
t a cast, not of characters, but suspects. 

Clients, of course, love ’em—because they’re cheaper to pro- 
duce than a variety show. The radio (and TV) audience seems 
to love ’em, too—they’d have to, because, like the common 
people, there are so many of them. 

t, This type of story is undoubtedly loved by the writer, as 
well—because, with a minimum of effort, he can create a 
= maximum of suspense and interest. 

“Inspector Hearthstone of the Death Squad” is no better and 
no worse than the general run of detective yarns on the air. 
; It is preposterous, as are most of them. The dialog is com- 
° pletely incredible—but so it is in all the others. 

The Inspector himself sounds like the grandson of both Sher- 

lock Holmes and Dr. Watson—even though the former was a 
_ bachelor. There is a decidedly stage English “tang” to his voice. 

As bad as he is to Jisten to, however, he is preferable to Ford 

Bond—who gives the commercials in a quavery and emotion- 


Butter Kernel Line 
Adds TV Promotion | 


MINNEAPOLIS, Oct. 25—A new | 
medium and a> new product are) 
included in the 1950-51 advertis- | 
ing plans for Butter Kernel canned | 
products, packed by Minnesota 
Consolidated Canneries Inc. 

Full-page, four-color rotogra- 
vure insertions from Maryland to 
California and Minnesota to Texas 
are to be used in the campaign, 
according to Robert Wilson, sales 
manager. 

Color advertisements will con- 
tinue Butter Kernel’s “Drenched 
With Flavor,” theme launched last 
year. The line includes corn, peas, 
peas and carrots, succotash, pump- 
kin pie mix, potatoes and a new 
product, vegetable salad. 

Small b&w ads will be used to 
supplement the color schedule and 
television. 

Television is scheduled for the 
first time in selected markets on a 
participation basis, spotlighting the 


new vegetable salad, a complete 
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et Firman Joins WOR, WOR-TV 


*. | William A. Firman, formerly 
‘+ | with O, L. Taylor Co., radio repre- 
*.” | sentative, has joined the western 
*.’ | sales staff of WOR and WOR-TV, 
-*» |New York. 


184,500 TV Sets in St. Louis 
Union Electric Co. of Missouri 
*. |reports that there were 184,500 
a television receivers installed in the 
KSD-TV, St. Louis, area, as of Oct. 
1. 


VEGETABLE SALAD, 


DRAOED WH FAVOR 
Complete 

vegetable sa! 

and serve — wth you 
favorite dressing 


arden fresh 
just open 
h ' 


salad, ready to serve from the can. | 
Butter Kernel has contracted for | 
participation on “In the Kitch. | 
en” with Mary Landis (WBAL-| 
TV, Baltimore); “Pat ’n’ Johnny” 
(WXYZ-TV, Detroit); “Are You} 
Lookin’” (KFI-TV, Los Angeles) | 


and “Around the Town with ma 


> tv FILMS 
TV FILM : 


$ 


Haberle” (WTCN-TV, Minneap- | 

olis). Other TV outlets are yet to! 

be chosen. - vertising with our 
downtoearth TV 

Midwest Ad Meet Set fim pytees. 


The winter meeting of the Mid- 
western Advertising Agency Net- 
work has been set for Jan. 20-21, 
1951, at the Bismarck Hotel, Chi-| 
cago. 


$s 
e packed voice and is, in this respect, very much like a detective 
q yarn himself. For once you have heard Bond—or Howard 
d Claney, who sounds very much like him—give one commercial, 
) you have heard him give all. When you hear him, you hear ra- 
0 dio as it was back in the ’30s or pre-Godfrey days. It is all 
y very nostalgic—without making you feel sorry you, and radio, 
e too, have grown older. 
Nt 
0 
2— Aron Joins Meltzer Agency Branttord Adclub Elects 
: Wallace X. Aron, formerly with Norman C. Marshall, president 
F Beaumont & Hohman, San Fran-/|of Norman C. Marshall Advertis- 
d cisco, has joined Richard N. Melt-| ing Ltd., Brantford, Ont., has been 
t zer Advertising, San Francisco. elected president of the Sales and 
g Advertising Club of Brantford. 
t Other officers are: vice-president, 
5 CHICAGO Steve Cara Jr., Carling Breweries 
: Ltd.; secretary, G. E. Hester, 
. ACCOUNT EXECUTIVES Brantford Washing Machines Ltd.; 
: or AGENCY HEADS and treasurer, A. E. Austin, Char- 
lie Smyth Ltd. 

: Well organized, fully yt “three 

cl ency is expandin, icago new 
Y ae int. on live wire on to 747,867 TV Sets in L. A. 


- 


take charge. Want man of proven abil- 
ity who can develop immediate bill- 
ing. Thorough agency promotion and 
cooperation on solicitations. Excep- 
tionally lucrative arrangement and 
guaranteed permanent executive posi- 
tion for man who can produce. Reply 
in strict confidence to Box 7735, Adver- 
tising Age, 200 E. Illinois St., Chicago 


The Los Angeles Chamber of 
Commerce television committee re- 
ports that 54,498 television sets 
were sold in the Los Angeles area 
during September, a new monthly 
high, bringing the total number of 
sets in the area to 747,867. Data 
is compiled by the Electric League 


ll, Illinois. of Los Angeles. 
AVAILABLE Dictograph Advances Maratta 
ee a a James Maratta, sales promotion 
TWENTY YEARS OF PUBLISHING manager of the Acousticon, Dicto- 
EXPERIENCE graph and fire alarm divisions of 


Starting as a salesman and progressing through 
Business Manager for ten years to a V.P. and 
Publisher for twenty years in a large indus- 
trial publishing company, this individual is 
now available for similar work, preferably 
outside of the Metropolitan area of New York, 
and is prepared to bring to the interested com- 
pany, in the capacity of Publisher or Executive 
Assistant, a wealth of practical experience, a 
very broad acquaintanceship among advertisers 
and agencies, a thorough working knowledge of 
all phases of publishing including promotion, 
public relations, market analysis, circulation, 
@ditorial and printing. Ability to determine, 
formulate and produce new and needed pub- 
lications has been demonstrated. Records show 
high profit operation with established publica- 
tion under the direction of this individual. The 
best of references can be supplied to truly in- 
ted companies. Write: 
Box 7744, ADVERTISING AG 
11 E. 47th St. New York 17, N. ¥ 


THIS IS IT!!! 
Sales-Adv’t. Mgr. desires job—not posi- 
tion—with top-notch reputable concern. 
Asking $6,000 depending on location. In- 
centive or bonus arrangement welcomed. 


Dictograph Products Inc., Jamaica, 
N. Y., has been made a vice-presi- 
dent and a member of the board. 
He will continue with his present 
duties. 


FOR 
UNHAPPY ACCOUNT 


MEN ONLY 


Up-and-coming Chicago agency 
has everything to make seasoned 
account executive happy. Compel- 
ling copy and art to simplify your 
selling job. Close cooperation at 
every level. Modern, pleasant of- 
fices. Liberal commission arrange- 
ment on your billing. We'll hold 
your reply in confidence. Refer- 
ences exchanged. 


yu Presently employed Asst. Sales Manager- 
ts Advt. Manager large industrial concern Box 7739, ADVERTISING AGE 
ig Chicago. Willing to relocate North-East- 200 E. Illinois St., Chicago 11, Ill. 
- th-West. Unusual record of wide and 
it varied product experience for 27 year old 
4 Vet. | apn & charming wife definite 

asset. Wish to settle within 30 days. 
4 Box 7743, ADVERTISING AGE BARNACLED BILL 
- 200 E. Illinois St., Chicago 11, IIl. 
h. wants to remove inhibitive barnacles from 
e str d hull, rigged for stormy seas. This 
1g agency writer carries master’s papers. Has 
i DISPLAY SALESMEN successfully sailed the 7 seas of food, appliance, 
~ Sell full color, 3-dimensional, animated | musical instrument, men’s wear, transportation, 
ce displays on yearly basis. Liberal |and petroleum copy. Home port, Chicago, 
d™@ COmmissions. Opportunity to build | preferred. A seaworthy 38, married veteran. 
4i~ ge cnnee) neces. Exclusive terri- |Log book shown on request. 
ries avai ’ i be 
to VERTISING rey e+] Beets Be, Box 7741 ADVERTISING AGE 
@ Chicago 11, Ill. 200 E. Illinois St., Chicago 11, Ml. 

CLINCH THAT NEW ACCOUNT! 

MG “How TO MAKE EVERY ADVERTISING ADVERTISING 


DOLLAR SELL MORE GOODS”, explains 
Mivantages of agency service, gives advertiser 
& better understanding of agency procedure 


» a contains dozens of items of practical 


Value 


. $10.00 Postpaid. Box #7736, ADVER- 
MSING AGE, 11 E. 47th St. New York 17, N. Y. 


SPACE SALESMEN 


Leading export monthly trade publication has 
openings for three hard-hitting space salesmen 
for Philadelphia, Chicago & Cleveland. Export 
space experience preferred but not essential. 
Ability to sell space prime requisite. Attractive 
draw against commissions. 


23, ADVERTISIN 


Box 17: iG AGE 
11 E. 47th St., New York 17, New York 
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it pays to use 
both hands 


When you aim to 

Bag the sales limit in 

Big St. Louis 

(America’s 9th largest market) 


Put the call to prospective 
Customers through substantial 
Advertising schedules in 

The St. Louis Star-Times. 


180,000 responsive Star-Times 
Reader families give you 

The essential low-cost 
PULLING POWER. 


in big St. Louis 
that means 


THE ST. LOWIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


fe eg Ss “2° 6° ; : : 
= “apy ro seevt ” 
| “7 BUTTER, pt, x 
| KERNEL jae tan , 
| : Butter~ " 
a Kerne! 
woretate . 70" eN SALAD <4 : 
eeeeeeeeeeee ———_ 
| , 
| re 
tom AUNT y ‘ 
| | . | ] accou i 
| Py 
| re F = 
CALL OR WRITE US TODAY it 
-- FILMACK | 
ee ~f) 1325 S. Wabosh - CHICAGO Ry 
ce | | 
\ | a i) j e 
| ‘ a 
som © ‘ bi 
cas \¥ Ay v 
L me 
, jpoen = = ‘ 
AS ot Otis : 
puane ttt a “5 
| Eos 71 ie. 
\L__ It r 
= i 
z ‘ig. , 
j fe 
_ ee » hn ‘ FIR | 
: 
a 
P| f 4 
Slosing new accounts. Complete text furnished; | aa 
fn be inexpensively reprinted in full or in ee et 
Part to help sell your own particular agency. é : 4 
Satisfaction guaranteed, or your money "| PO | Re 
7 ee a m= a ee Ree ee ae cae ae eee sae ee eC TS Co ee a ee en ie ee ee et pee ere ee Pilar i Si ad eee a o> ial ne ie) Pepi as ener Sania shea) Se i aie ih capil eh al mee at 


_ satisfied advertisers invested . 
during October, 1950, alone, in 


e a i i ia ae 4 sii c Ne aot rin eee ; : ; é é . rj 
heh moe eee a al acs eo eo Moe ee i 7 ee ita eae te ; 4 
hes Loo ee ee CO ae. Be or 2 ae ee ee ee ee ye a ee ead 
Mes pt 5 een © : ‘ha amet 7 Pally Reeder sn tage é a oo =r : ee Set rei is _ ee ee ince a aaa ; Soa ein Dee eRe Ee ey 1 ee eee Sanwa hee 
els wes Tdi eae ot Nc aes gare Shee ae ‘ j a : ee ae OE : ‘ 2 ee iy et  aeepns 23 ee fig 7 Peet ie ae ee 
ee i” ; es RIS ire egrare © C) ee ae f uk Jamra ‘ eas Nee i pede ta Se ts oe, ane : ‘s ie hes a 2 Bie 
eee pt ge ae PERS ee ee eee ee ee ee Sire We cle ee i eR a ce A eco ag ea a ema eS ei ee ely Me 2 > jie sty aa 
na paae aS % Re eek es eae eek Le eis PA fe eee eee as ee ee a ee ees SO aes Rg. ee AR ee eh ie eg en ge) hy 2 a re | ee Magee Ter ey em ee ee Pet Cae er foe 
he foe ms eae E: ; ack fe eee eae ae oe es i ae OO le a i a ae ah ya ens. Pe ee ee eel er se pial ho een ge ays oe aN oer tw vee ie Sau Miah Repetan MPP  Sy oe ae 
gon a es age aE eee ee ir eee er ee erg ee HE ee ote, eee ie at li he ll eed sen ti ee sce ae [eee ge mee gee fe : i Sey ‘ i Ca acl 
ay et ee a ee io ee ee a 5 eS a ee a a eS cr te at a Sl re ee a 5 ee ear ae are ee) ed US ee ea a Mee ee ere ee eee 
gets ty My ee ae eae err es Boe) yee he Pee i a Bae er. eee ec! oe ae eee ee ecg ie ‘vee 
one Bee ees ae ae ce ee ee St eee ee Bie es Soak ees i Gh Sul pont Ie ae a EE ME A ae NR ME Ga Saar SS ene Be 9, ray PE ee Ae ee OT he Wes Lge eRe * Erdle dak i eat Se aes ee eo Pee Ne Eee 
ie a ee nN eee RN RR ye ee ye, Bar ee Pcs sete ho orc ee OF Agree Sa oe eee Sm aIs Ea ot Faia etait Ss hy SR LS er Niet anata lng gett a ae sey Sh Se Sp aR Seeley i Paar aN 
mee is ey ee ee oe Nee ees a ee ee ST a 2 eee ee eee ier ei Mee ee le ee ee SS |S a ee 
e pI ll nt gt Ee eri eee ene Cy pi oar gee rire ee Terese ‘ oe ee ee tra ene one Cae Cie? et Oe ES AGT See aden re G0 reg A ea o's oe irae cata aide: Re gin > ena 
i es ee si = gi, ? : iis ‘ , ¢ bcd ment . Pie ere |e er eae ee a ee SS t ; 
ab eit cree ee —o ‘3 c = rar Oe ae eae : or Pra ee og is ed ae ee Se pi ase we ae fete ears SF Tage pate Some, Bs : ; S 
-> ca 7 ae 7 
ee : any ra ? ‘i ae * jig gs : a Pe 2 “ : 
wy a) pale Pasa, Se eae see (is aes a ewe Sue 
ne ig Neel eat ait AS cons ? a a ie lg eee San pe 
J PERS Uh carte et a Re ers: eS oie aa ee 
ae ee ar eee et Pees es pk tee) a: es val 
pak aE Die tan eet Lae ghee Rayne : Se ai re ee eee ae ee 
oe Pee edad s aie pee an ree a aie , Sea to a ? Dt ne RL er iia, 0 OE Te 
es: ty Ee ger clea ean woe eee eget =P ee) ears Pie pop athe ie ee . coup apes Ung emma ost ae Bit aig 
ee) a ns OR ae re ee i eee ee ee Iie Oe ae. ee cg ees eee ee a : re ! ‘ (OF ere es, Cee eee 
ae BS aia pate tele eta ar tee Meas Re fog ee sei Gils Ue ep ee a aM em oes oy a Sea aR cee aa es gS 3 A Oa. 2 sce hg eg Bic ae t,he as pres eee 
en SF Ss RA a eae rere cr aBE Me iy ees a dA tearm ee 8 ET ee ee ee ee ee ee ce eee ea ed ee. 
oe iether ee i ee eh ae EY hr ace eee Py as eee ieee ee IS ees ae oe Tc | a aaa os <r ee ee 
2 pee ot a eT aR Se ne sees ee er gee wae Ca Sar ce a eee ee AS Se OCT Ras See a Re <A ee Aer eee ot ot | lin amine can 
rae ies earttet ees, ye | ee eS De Bee ening ay ey ee por ee Se le See nS fae eS ee ay are, me eae wie 
a. I ee ae eta ae ee Souhpes as aes Ue egies he ee ae : - oan A 
ee BAGS olor Soph gel aay eae Ts Pe ON a eee . 7 rae eae BBs iiss - Tee gee 4 age aa en ee eae air 
ue St pas : Ee Rs eae ae os tee ne Senay ve 
ol ia on ag re a eee ee “pee: os age PG Ba oe Sh ae ee en Oe 
oes Pe eae oe m Bre gk i nS Big eae es its le i, 
E At ee “« a saree oe a ei hie: aoe oe ee ere 
; . j oe : : : ; re i / 
ars pote Seine: aire yes 2 
ste a ouelae hee cs aie 
ad aces Re Eee — 
ia, as Be sea ve 
a om a a a 
Ba een ge me — he 
Pee 2 sie sy me ened 
ae ae bah. eon hie res 
tal eels a Sta! ce M5 
eg Bee al ala a 0 ae 
ee oe ee ae a a 
Gi ee eee Pi : 5 hee 
su oe ee pare bit ee: 
— Be meat ee es Pe, 
ee one canta eee . aay Se 
nee Se East do: = pee ae eg 
a ore a cee : ca 
er ee eae ee. 
fie m iP eis lair aaa babe i ors eas Beas 
capa eee. oO ee ee 3 el eet lars fal ree § ee 
a be ee Se i yg Sala ate as wats (cerry 
a (isk ha | genes <0 a mean ' Weis maa crates ears eae ae 
= see ce ee Ge : es oe os Ect ae ae: eo ee a ee 
— ‘ ne Ect ar apuanar we kces ; oe RI ao ae hee ra pee een ee % tae ‘taht ae Pa pate Aes Sls oe 
shies [or ee eee ees oe, Ne eae Zee eee eh ts i Sa a ee en ne Se npr eereme e ge we, ao A ee ee ae EN eee NS eG ee ee ant ns en sees sok ian tas : 
ve ae RR eae et eee, aes eb ikea tac le ee eae go ee ss a ieee tS dea 2 EE Meme Me OTS ee Le AMM ke SIME ao ene eRe er ae ages OE ee er Rs igi ca ae he 
a ka t7 ee OW ae CBee er oe AN ee a i tics Ney wo Ogee : oO BE SE CBERE WTS MUSE nny con Mere om mean ge ee ae em coe  Saeee eA a ger 
= weed ee ee 2 FOR eee y.- S a. a - ar eee f So A ROMEO le ee 2 ji : ee a ee tee | = eee es 
, ° ae = = = = | - Deas im Yoo = wi a a as ore So * ree oa oe _ oll eae ad te : x A eae + as 7 
; on — 7 ; etre Ce eae re 7 PP Sr) ee SE te. ny ee ee : _ = a a iy aS re ao 
i ee eats ee ee ae eel aa ae a eT eS Ola Te fn Ce an 
re Pep wate oi eye ne ee sa : ne aS aT CER Oe eS TT. oc ee ae 
eA fl ERR ere eee iere Rear Ger oi es foo OF eines ae tee TOT ee PEN 8! wy ate ee ee er init is pach 
aay PACS Ry ger yall oc eal an ee Se ee ee Be ree ec he ee ge elie a Sig ea agree, el id Sele SO eee ee i ei le 
ee Pe ee Ce i ee e ye Ses RE 8 7 a Ree ap el Oe eae, ee Seek Reet cet rae Oa So ney ag i ae GAGs bam nen 
ie: Hh pretties oe gee ar a = Se ee ree ope Ore ence ene ay bat Neem ene) ges Wane ne Tone pes Tee Ng, = 1S fe) ia ge es ae cag ace Py ma Sere ree hi 
oe a ae aa. ee eed eed Re eee Fino ae Pie Gee ee . 4 a rae al ; pe -y ee palsy ot Li RN, Sede nae A Ios Atte e Seaies eer eas err eee a 
or peas ey eee Pate Ak on Poe eee oa, ee ore pe pee arcs Poe meee 
uh ee ere es ee oe Maat Tose Uae ee eee yo. =. sa sai ca Hake ae ial gy re faa nicae nll Sal pia Geis a ow. nlncgaa ea hs piece he yee te o a 
a piss oe ime etsy Peed aE BRM Se ac i jfk fe tea 8 eer) Ae IS (ee Ar mi gs ein ae eR tei mem he ra als eo Wi bre i yes ere) ae Pe? VOR Lo es ys ae ie he ae a aie Saiz 
hy. Sie ar 4 cos ie ty ay hele ea kane ty mot Vaca icant” PN hg oy occ, A Pee meme Bis, iat” SI MRR Eco Eat te RNG eo eee cake Tel ity oat ee sya Renee Wh aS A ie De, BAEK (50 eninge ASME bs ae ate we [ic os a ko, ee Rag Se Set og at 
“i Bla ere cag i ed een eal Ga een weil iy neat an i (oe ane Ci Wate eee eset Gay ipe ge el ae Sree ee Nn ee) So RR OO Oo A ete eee ie ee 
Bi ean, gtk a bit Sy Psat gk ake CRS ee or ey ar SG Sete ene a oar St one ie ed ae dpb Sinv aor Meith ae oni ANS: SLT oh Aiea aah Miata ary ue eee oan a ei ean crt ak a i 2 BN) iat 2 ee ty Ee Ie ok ee Beye 
rs vg ei er Ppa see eer a ee Aig i are Or ee a Ue ie ee one an ; ‘inal Ogee, mpeMe eye” rs pata aa 
rin Se ules oem eet hy 28 5 HAs oe eg aire ee Pty Age . RPT Ea weet RCE dO) ae ak SOMA (Lah ge ee a Ay ieee ie Sane Seas aS real = eee pie aoe et Ar it Were MUD Loe ‘ Baas % 
ey Rie | eas Teta ane ‘ PD te aeons Ty : Be eee a ie ee eae i CAO a eee ee Me ran hen eaten On oe 2 a 00 ie eek EF ete ls ig ee 
= series ote >. nag RRR Ute” 5 ty P80, cate ul aS ieavents ee eee paras abc Tat ie la eae Gree, ee er oN epee Sena Nh Ree a eu Re Re secur. RN ne otal S - Ge pe Meee at RRR Tas ea une ae 2 Ley 
ae Pe CS Pam mg TR, 6, RO ue es ke ae eee Sean eT rae ee WR pe emia ee ON Mec te as he Re Se iy sk ia NCO, Ri ema en Eeieak ER : i tee Wana, es van raclee oe eee 5 i 5 SEF ricerca Prods ek otan Si ciae + Near ae 
: Niven pate bce ee ee ea Ne BENE ESE eM ae er Un gr Tp Sk MN ts Li Py atacand | ee ete ne en Cena gate ETO gee ee es bee 2 sees ON er et ela Put ro a ae = eS 
Bee ay sl aoa Spee peg Mi vee Mle eee ee i te ee i ae Tie ty CO Nats het rate Seem tee BP ee os EES gg ee VG ee <a et ee ee ¥ y Pdi alae pale 578 Pure tee eas oi Sk ai ae Beat all gens moet 
cane ‘ Leen ol oe ett as ne : i tie oat oe . - oon ct ay angle ese ee. DAR PRN Seem See Ts eo ys Pei esas : a cee ie ey ee , ; ee acne 
- ee ee rg en ee ee * ; sis ad ad as Ena tion! Pat eee ‘ toe kee ne mg hh, . ci Si 
Agee ME GOS tere a ding ee Ree hc Oh aks taali OY Bae pee tee > E Be te een ere RC alan. meee queen eae ry 
et “0 Eee IS Tal aes Ok amet Rg gn al Sos ee ne ee ee ees ee ote 5 : ° ae Ber al are. oa ee oe Ree ehh oe wt ner ee Pes 
a 9 Le ae ne ee at iey Vey aie an cae yh Se peer Stee cay sty . (eee ig Rs Atel as Gee mn oa = 4 
Ma Side ee ih We PERCH Ne ey ye : . eae: Sete ote Big id feo 8 ea Shenae | ee 
ar : Rs he Re tes eke eee . . ce es a Were a ae 
: SP sR ee ce PN gC egy era a ee acs: Ol ae 2 amctaiettigs ; ‘ : oe Pole ot aed, eee ie es, 
ec 2 Ot Ce oe eee 4 BA oot sueniceimowe 2. Cee ae Gene ; sod sae ae ROG eo ee ee hs oe ees ed 
Lay? ea fa ae Pee ins aS ia te Ne ee Ne ' i ‘ gin ee : eee eee 
. EER ea a ee ne te S Se eas et i ae 
is es epee eninge ik Bae ee Oth ye FC ot. eg ee are 
Ke Sate Lea a Pegs © seal es eee 5 eed eytas  eg T eee aa he 1 pen pee a Lt nee he eRe ee We ee 
es eer) aera ean Acre an ee oe Pin fea: De ee aah Gn eeepc Sa eh ea 
oe sid a Maes tik ad ie So ON gs gees RCRA EEN OMG cin. Saar ey BE apes, nee a ae Leaceta pier Weta) te paren 
oe One ee ee Taine A i ee nearer et Nie Tome ye tere Fs 
: ee re tea Re el a a a We ae pees ie ie Leagan 
: oa Renae Hear, ot ae ee . Ir repay eet ae ae eee ist Ww Use) Bre ew an ae AG pase 
ae ee od tae ae ee | eben: Sails ise. Po ee a ae any a Pine ee na oe 335 Goat oes : ebb Ft, 
oi Bog ae eae (gb ee ea ee at ae a 
te ees ea agers a eae Bee teen ut Bh ae eta ae ee ae 
A ia ene a eee pos ¥ ces set de! i rs ‘i he oe — oe E ae ee 
om Sat ea ome sk Si one iar ap 4 Een pide Nees gat re ea Lr nae 
rae Peer ib ae Ree ho ake BY Fe yan Bee Te pen noes a a, “co Acne ae ee. Le a a a ah nies aa ee Pie ete eta ae sate Be ee naa ce 
sii caf ka ail gS a es Mae a ileal nee as ; A Ok eae de ee ee eet ae Mined td, ge ee ee 
ea scl — ; een ES 
c¥ a Saas ia elie aks pies ee hua ee " ¥ n a ge : iain ii ai sai ee ne eee? “4 a isis i — | 
im ) sii a1 le saa Mies ey Nae | iis pag a 
Oe ta ie oe eae ae bce eee nn - 
o Pyare og he game ca ee : ; See : : 
ee - = ccs eke ain ee ee aed 
: cer i. ame es ne é 
; e a ee ach coer ¢ seas ler ear a ieee oe, i 
Ba ON RTT eee emer ccnr, toe : 
BATES ny Oe eee Gc ge resid a te Pat E 
.. Fhe ae SE De Uae eee ee SS lo ta 'e 
Ee Ae ae ee oe ee A rine oe se . 
i eM egiahemy SMa yeti Peas ely i Cae ln ge i ieee —_ 
a soya e ee Baber cs Ra ier ol aera 5 
es we i en ee eh ae he: ees ¥ Boe, 
: pan aah OE een Cay Chae ieee Oe, a ape 4 % 
i eS oe meee te ee Yea a ae ie : 3 
Ng ete er oS te km ete a ron a i ¥ 
a Rye oe en eens ery a ee Ce 
< oo aero aa eee ee 7 
* Jai Dae ret es in es 2 ‘ 3 ; 
= ened ee SoA er Pee ee ‘ 
it ea On Nie Seatac 8s paar rs eee “ . 
e ea ae Seren we noes Cee Pee ee ee i eee i, ky See en eee a ee F ee ee wee : pp tee ee ae ae oe NS a mie ae, “co ras : 
Fe ec Nee Re Me Ne ee ees pee eh Pee Me gt ee ph a err ere get MSC gies ne sl Ee et ee a Me eae eri Seer, ed pee Uh te yes hs! de cca a ea fae gh eee cally i Ge es Pep iPS ‘ 
; DOr Po MAC LE Rea ee gs ae he al aes eee ed ieee ies oc a a a OR ie oi ee eae eee one Fie sega kt (i a ae ae enh Manca rc 8 nl Ren es ara Sleds et i 
a Pea Rik Se eee pe ees Reet i eg a ee we PN Gos je al ca lee ere eed a ee any ee ree ee Me ee hs a a oh ie pean amen big Beh ele ae Ee eee ee eR Ng ce yn “Oi ae om B 
eae Ce eet ee ees ake pase Sure CO a eee ees had ttle ak te eae Ie Sen Eh ee age een ee Eee seis Wee tae Te eee i Te hee ein, ey eae en fet) oe Mo Ne SCOR os mee 
A ney Be ee Pek Ie DEE see ‘J TED eeta ny: Same EI RE eine AUG UES SRR sok Ri See ie Fee Beg ee 4 kde a Ms Ta OMe a piers ines i OO Fen a gt ee ee ae nS had ee Beer en ae a chin eR Rg ee Te yo a Feo gt lp oe ‘ae E 
en Bee x eras ne eee ee : : — tae sree Sera caw Eee mu ego aera Bate re ks = ied er ee ee ee a a eee ‘ a 
: 3g ee ss ae ‘he ‘ ‘ ees oe ee : ; hg au 
y BE 2 , . . ~ps “4 ; ‘i id dee r we ; tp an 
Beet ag Nee ae Oey er he reer git gh he ee peek fae ee ea ee ne Nr ee ee ee i ec ee Ne ee Bare cs Se eae Ran Parris = ee 
Rae ye a hie ates tn eee Beer i a I a re ee oa ee et oti ig wien 8 ANI eR. hae Cig aes S a 
a PORES eh Miia on ote) Su an nena ene eer ee ae. me Sree oar yeu ONE ioan See i ae oe ee ee atk a 
mE Ric cee ce Fee Fn ne ee bee i en re ee te ee ae Cee a ay ese IM St ee er ee A, on elas on pc ae ie peas aoe Ferg SS ee i sae a aa 
peas aoe phat era e rege fae? AR OS A ae oc wee ie 7 a * ah * Peete a eiae th amici Meee ys BEY lg a TORR ome al ih BREN Ry Se ey eg ts feet me: Pee : ~~ ee 
Che ek eon nea en hac LS es : eee oo at ote ae eee ee 9 gee aa SC ee SEN % Rhee cits tata ere ere oe ae cieg wey ieee ee tenn ae rrect WEMialY ike ate as SFE ogo ae Megs ent om 
a ea ee ee eee eae le ee Rem RSET So Ts To Me eee I ere ed Oo eee ap ge ree Bae ge a ar Pete ee ate Th safer ce eee ra ak gh) Bet Ca Bens Tota ae ; Sa 
Ra ee ee ee Rag 5 ois a la ie a en ey ee ey hg al pea pete tne ee een N RE aM ea, us Se AE Po Cy ‘« ; E 
LY ne Sey a le San gree eet eng 6 yt co pee Gi ein ae a Rouen a3) ic ERE OMe tee Ne AS Rg Sa) a Se Ge Pa le aka pe sie ee : 4 
: te  aealiat  a ea oes ge eigen al ac ee a ee So ie oes Sere Shae pelt io (caer a = 
é coe Be x : 4 % Sei aad ahr OF et Pa Wades eer re, hs ey sy” ee 
ra ee 2 eed Sra eerie ae eee tee: ; ee a Seen te. ok - 4 oe aes ei PN a ali 4 ‘s * cer Pe 
F) A  ccleee ges bok NN i ae Dr cea a Nd Ga oT . Fc i m y ja , RET og oe reel 2.1 aay 2 fers a > aoe ei ere. a, ay Hy a ay Sti 
he ee ae Spe fee Tarn aad ai se ae penta lt hae ay ea ae St hk aS de ta a i a aa tie ce el all a art lar aloe aN ca echo Le bi -du e eigen ie rere mnr ty oe yar +. ae ae a k <a 
IA ee ue ns ee en re Ee ae ee ae ee ae 
ae oye i a es a sai lan ta OS ih pceie FN oe emai aS a Ugo Sree ele ct re ene er ee ee fer ee eae ee ho % oe 
See i yee tet ee po ee et A tl ey ee oe ees ime ee det Ee nh are ey RSE eeu os, a a. eg ee ie Ar sich fe ate Ge eee Ty . madi ‘ie ere 
eee a Fa ne arty 1 ee Sa eee een Bee ae ae aoe cn hi oe ess aa | SS as Be a a ee as a: 4 : <a 
ee ei a eA Se eae eee RY A Be VERE RE TAA CoS tec 2 alee gh vate aie ee aie a Gene aah Cy FO gk eae ee gegen et SA a Nee pc Ol ie ee aS 
: Tm ei era eget Rae a canny pies eg See wale acet 2s tee a Bees raya ee bs le ger oa Be aes Re ey Wei ee eh cena athe 4 <—e fae: es 
; : ar er eee Mp eas pire Mire Feet, ghar ca Aa bee Te Re er ae) og Sear ee oe i ee OS pan reacts: 2 ci: 7 
atin ig, nie etree carga eek tS. Bela ati les CEPA mera ON Late naar pet OS Gere eg iret AP Ok Gr eager ieee Se er ting cape na, Sih ae ee - eG c %. Pe eh aly 
i Se ee gL tegen ie m5 a ee eee” gan cere I ge re aN a ee ee eB ae ie ee eee Saree rece We eta t " =) ok ee 
ph NS ae IIE 2 gine Ue ena Ria ae aN ite hee ee ee en sree ee aes Roar wet, eer ea Pim Whe tee cy Sar Ee ee ae ee ee ee ee ee a he ee ee ey Sa ie) eee, ; . : Spe aes 
Pee ee ee Cree eee 8 een ea ee od eet el, ee ma, 2 ya he ee OE ee Sete ear Coes ere ect mat Miia pe ela er ois oe ‘ ; 3 Si 
paar Ce aha eg Jair My ne ee BP and NM Oss Sa ee ear Ne aera as ee ee Ua yer ern A a eo de hn Treen etn ay Sy 
pce a eee oe ne ler te GP rs’ |) ere tea ews eon OH) es SN i eee i | Siig ho einen GAY as hers Nee ce: 
Se pe ie ee eee 2 50 Sec ete SG oy cig nl ee el tit en he ree ee eet k's : Pees ae 
nee Oe ark ae i irs niece SR Ges ake ee eR em iat cele og ee lepton an ee ks AS ER poe dy dR ne ae 
: See ALK ee eee ee to ee ee ged ST OSE A Pa ee ee esis eee be oe eee — = of ae es 
ne poe Pe a i 7 see ag 


leading | news and business magazines ice the a 
_ first six months, 1950, Newsweek received more accounts 
and more pages than any other publication. _ 


iSemame: saeaiianin J 


“Again end gain iene loadin cidainigs 
_ express their confidence and satisfaction in Newsweek | 
aia using more and more of its pages to sell more 


ignificance 


4 ¥ a 
" ; 
A bt 4 
ay ie = . ~ lige 7 . a a . 
es x ee 
pes ray ; 5 
is ae ae bee, Pi ecmenes ee ae oe ie je ea OE: Sa ce A ren ee eager ea we om att cers Pek Brg s Dele ee ee ae ‘ ane iy ee ick ie: eee by 
Fee ee ie a. cgi pro ect - pede ' ies ee Oe ere © : satya J Sas ta oe, ’ 
: eo E - i eee ey : oe mek ‘ . cae if BI ae nae ae eh Ret en og Ya, aR = eae HE: AOA ener pe ETc Try SM, Seep Meat ag Ae 
RS pen Oo Ee eee oe ee eee in ee Sy ye RN a ee reo as he ee ee ee es Cn i ee hea ; ee ee eS Bee bran eh 1 Marte. et pee. i 
Fr Xe 2 ee ee eee ee eee ce ie ioe detest tie eae! angie i a vee aie 2 ee oh baad ee ai Ene ee et ee ogeeraNe eS ley ee ear ’ 
cet al " elie: ete eee Pea) ean aR Py en ae 2 Re ee ee eee ee shies Ere ee i cle ol Oe ‘Zz si ae yee ke cat Ae Figt he secn aaa : Meena AE ies or Aig ; ‘ 
ee ae aes ee enees es a ls gee Oa ath i wk ae lg OM IR all) Ate ees ere > pe eee on a eee (ee Re id. He) : 
a er ae aa ee ea i ee ee ee eee eae. Seay: pene emma poem Ce arr ae fDi ta as pea 5 ae Fe eee eerie: = oon yee PA - ah yy ee a rh okies 
aa me eae a ae ae Lp SHARAN oe eRe aE rie ee e's PS ln ee ERR ice hace aun aR Ree) See. ena. See eG oO. Oa ee ee TS ren { ig 
o ia | eee ee Se BR ott Ries TON Pos pS ad RNY Sas Bae DO eel ie Nia pc See ee ae ee / ee Rice a pe cee eee be ne eee Te carat) ee, : 
a bey ee oh: ak Nate ade he ae et ea eee Ge FEE rat Bae cea = ge ig fas tg nce ans Na eh ccke A areas eM an teiras ele "Ad Sa ee ee ; : 
ea ae a te eee eo. yea - a ee! oo aii “yet rs ore ee oe te fe) Se = ri 
en A ae uit eee ee eae ae etn te! SRM eee ee eee ta eee, i ba ‘ 4 sb 
- asi sh : ». ead é oer ee eae i ap ML , 
5 i cain 7 ot 1. Ao e . a p 4 
_FAnd that million-dollar figure tells just part of | | 
gai er Fe ie er ce eee Bee ke Gee. a) Be Laon halt ee 
ONE ge a ee 5 eae Te ts * pean RT 
Se Wek ee ih ae. en ree pba : : Sane Ce ae ; : 
- ye . ae 4 oe eo EE, ae epee ‘ en Peete Wy : 
Bes sat v , aoe oe ‘ery mor interested > nr ' ? 
Ae : re ge ele 7 ar ee ds eee ho i } 
5 Sipe je ae Meg Sa ail ge 8 A Sg Ne Ste Pie ve isin . WwW baleen oo ve tcl. legime memati ce enc Ci * balay gi 2 re ae ld Sees ee Ney te ede ae PTR ya Se toe 2 
aS aa ee BN ES iia fe se Sag rrr ' ‘ é nie Boe ee. age a sit ik Sk = le aa aa ae (Boag oe lene here Bi: veg é 4 
PRO es ei, Lt eds ig a at aaa ae ae fee eo ee ee ee ar or ies Re eee ABIES 8 ae eee oo ips © ies aang a sere hae 
Wp erste ee oN REN Wukena Ron een nee gna ah pt aD ge RMT ey ca nS ai i: Ae ee te Me ep es gg eG te: ae Bi ah al Sr i nae ae sal lathe ; 
Oe te ed baie ‘Ee Nel ee Oe ee ee Te oF) AA ea if fee ; ee eS ere ne eae Saeger er nee tea RTA 
. ear eee oe eilae i GSPGRER is center rete e Boe SMe als A ees ee eet ag ee 7 
¥ eeu = ae ey ie: fees bel, ee FV Vas hha, eee - we a - ; 
pt Sona owe 5 sea elt eet ' ada ae ts 
ee ce eae, fa. 8 ay S ac S ie Pt ~~ <a j 
ee eae " - Ars i eter b= he gh = asia a "i ae se habia sigue , 
oe oes A : ee ; as r * bes (as © Sigtheste © ges ans ee A 7 , 
-% ee se eo a i ’ “5 Se di ee : ' 
ot et Ce aa ; “ . : é s « : , na) reve = tc 2 o ' 
a i 7 ee a a ae eae a Pic aie a) eee ee pos ie em: OS 
fk RR aan a <i j , no ee Se eR ye eS ee an ee cs Leasehs ee 
ee os ETE Senet e See ta - Aan) ewswee a ver isin a : nee 8 al tate See a eae ee ae F Lasse a, iy ah | 
i Tener Seo: oe eee ay a et pre y - 7 i Sees ere vr, are: a ee” Seneca. a ee ee 
Oe sl ee emer on ae eee P : F ee ea oe hs | pris an ss ee ame ments ok Ta ’ Pe 
Ss so os! et ee ee ee e aka Be a ‘ , ; rn Bi tat ib : rae ag ct Oe CNet ae SOE eo a bs as fe nee he ; 
a ph = Abas Hes : G D an - ° 3 di { i ? ’ 
: — quarter, 1950, was the hi third. ot: : . Bi 
eae : ae = ae om : 7 wet eet eae 
Lf 3 ou By aa pt uh - CAPES oa iw ° N 1 & * Laer ie : nt Ti pep ae Wit ;: “ on sca ze, - woe = ea 3 = , a t 4 
| | a we Meweweelle ister + 
Ta : eee SS wae ey F de eee é at : eo : 4 
. ee ci oe : ~ . et i k = i ‘ 
; vol Tene £ A vu aie atl i ; ; oe ia okie 
: , G : oe DOT eS ee na Te aHP SD ge mae ene he aN AS ES j hte i NS acct ih Sioa is aries RUS | nil are ag oo) ae ee oe tere esis Ys ne Rs ; 
Ge ae a aR Om Ge Te as a asiais esp iy Fecn ie ME etc cry wuts Me nee ge oe ee eRe eee ia eee eS A EN cs ee ; 
oa Se ii =) me dys” Nie ea ok ple ae ai. thane A Rie te oe Mint 1 ea ae 7 ee Sea Oa ER em ee PR EE aeetener eet ei ee hiar pe cial hs Se etn Cc ae ey Bi 
: rt ee agi i fee ee a ey Per OD wie Sake vey, hoe ee ee one eye a Kine Re eg Pe ae on Seve nar taken al ee eae ay Oe ao ee tae tee (eae as Pooltant Sse : 
<> Rescate Drexe fy 4 ee Veg) Pete ae [ee Pe nie ee Piers ey fe an) See Ge a he Raley oe oe ee i cap dn oe Se a ep ae ay : 
ee Os ee ee en ee eer ee a ‘Te q : a eek: ee . EO a cA easy ia ea e Se ge ene eae eg as ees ¥ 
ee ree i a Lie te oem Ce ap nl eet ad hte Sais = Ue '‘ 
PR ae ea aks eae i 
Aa es ae oe 
a ip Rie) tem ‘e: = 
7 oe rece cera : a hs eae ye , 
pny Sh gk dee Rg aa tay mC eee ee ‘ae praia, We mere 
: See gece Aa re rn” Oe ; EO ie ee oa 
; ee i a eS eee Soe gots: : ae ee Ree Nasa Ree Swot ne | 2 
BR 2 Me Ree eR ee eS eens ah tee ata cn rae ig 
PMR i eG see aay cag, oe Rane ve Sst So MR aS Eig a ees eo 
me ee La Pee Dae ee} a RE ot eT eet ae Pees ie tae ie eee in Bay ihc oe ee 
ee ee 5 pre ae oe ke ean de cab ihee ie eel tale ee ae 
A ORS Se gs eee oe a eer a teem me mS = i mais. J nites ee fe EEO Ai ae renege ett ; 
=) alge 0+ <a ree Seat, een es x ier eis ate tir cmeaeg  e 
a4 cer ae : — Heres wre a es Spiel sidan Sn nee ya te = 
Oo ee ea he ee a aera AUP Re Pe Oe EC iy ee ee : 
Rie eh ane ee Oa a ca hi aera ee eee 
ecee Se ee oh eee ee a Bp Pee ne fine aky eh RT OE Niel hs aU oie ren ' 
ee er ee oe ee ee | 
watt igs aa Se ee Ree eee xy" hae ie ‘ ; : 
a i dea tal : : 
aes se ap Le el , j 
oo ee cee ; 
7 
o 7 
Be i 
% ies ct 
; - = ee 
vee eae pile Ae. eae ' ; 
ET Re Ra ck TC ee ree ie tal 0 2 a nea tals 4 
pets ah || Dean emer ae ge é AR am ey oO alain cea ' 
a Me De i tg mt en ae ee hae Sa ee Th Acie SAE : : 
i emens Baee Ton age ihe Eads OM CG? SE ese ak. al ory ge eekieay er eo ee ot +S: . 
Yn ieaieaymret ce ol x Ra i Ne Re peg an NER es ee a oe Ere a ee iis 
52 Wt cee a SS ees SA esa ee Pome Fe ae f een cog te See es ote i see er 
- Engh sas ee eee : : a Theta bere iets bar aro” ie ee ; 
Sie ees. se odd ie LE age eee), RAs Seen ac ee ime Fee Pp OP ee Te: ew ene) fe ; 5 a ey tas ae ee ee eer cess cnn oc : Pe feces ot) 7. ee ee en ey wells ae Mee 
Peete, Roo tna eS a Ya Sig ene eee OM ar ath = a Na a Saami ome Se ey RO Denes alta) hd aga) Pa ed ape Rae its xi Latter Die me gs Gee CSA Foe ro Nee ea Cee eee 1 Sc es ea Ae BNE NIM ALTA ar A Wg |p eee aaa rae CE crue 
Re ee eh > Ok Pema nape e ee Ey, Crater ae gy Se yee es eck os ae rete eget geen 5 Cah Cine ieee sa ot ale FRc: acay ase AGE eapeg ms Tp Fo ee NE {ES a eee eh ee og 
ier ; Leo ae i A abe ~ Poe eae pies °F Gas eee Ped co a Beer am ee cD oh teehee ae 2 af) 
aS Gk See ie ve eas aye ges Seed ; . ; i ba a - bt Nici Ms ames soa ead ae er eres oie Se aaa a 
OEE TS They know thot Newsweek. pa n° the elon ee ee. 
Be Paes erat eat aa aes bt <a ee I haa ag Se ak, ae ie, Pe eee crn) y's 
ee aang Serre ok See ie rat, tate ‘ i is ys O° i Bim; 1 e a mi ion ¥. po Nee an peeoeg ee Bi oer i ee i 
gate = et ge ee eerie er ate . ¥ : ‘ : : Epa? mt athlete Sade Menkes Miaipeabe : Nicaea oa) Revue i) ge AA eet oy ae 5, Neate ; 
oo” UC Eee See eens i haem one ee ee NS et ia oa SA ah, Bas a agree teehee mae yes Seema megs ee 
oe ems Baking ame eee eh oa an gn a Oh in ee OMe gad 2 te ee peeing a ere eee 5 Late Re nM. i), Whe koe ee nae em ag A: ie RR ie mae ge: wet oR aa Wa oe ea Sar ieee Sp Ne, ath G2 | RT SAO ne Mr i ‘ 
Co Bees Eg ina ei tes! o a Oe Wipe hn Geer | RL Re eee ee i pee er te ek ee ST REBT hc Tre CM ag Boe ig «el, Reape O waar sha a ae a it Se Reese! : 
Se eee ate pF signet Renae eto S/o ae ON hc a et Na ae ee ty Sk aie RR ae Aa ote mes Mies OR RAT as 2S Sele hae RN A SEs Meee EN ot ag BU age A Re bs Soke aE sa 
ee | Ss a eee re: eet Soa ie eae : peneeer MERE an gle iG ee agen Pie am ec dn gree Ngee Ab spe aa arg a oad py ee pre ert 
ne a he, ee eae my lait a SAPS Geen r sat SPOOR te 22 fae ae ee eae en ; f CA Sane Res ee Fok Pe ial ee eho 2 = % “aA : i oe ‘ nt Pawel oe : ae ie é ce Sn ; 
EA se cee, oe ae eae ese raSeis coy he sar 7 ee 2 j areal pe i a F : sue SMe ey Perit te ar ea Sa tute Boe De ee oa ae Sh em hoe ee ‘ea A Aa WY Ren Sa ae ao See E 
. ea Ge Gas ae ; aS ee eh ee “ has 5 el rae a 2 al Rhee peel cater to ie f ods The a Pe F Daves ashe ee REA ike Se gi nee ONL Rt Saal cag: ae Nm ee ea ieee eam My cer he : Sy . oh : 
oz et i ens fa sae kik ; cae a an tg eee |, sky: ale A Fier mek te isi hag i meet a) ieee? ry tA ea ce Ge Le Sa ee Pa cad De tie ae PN me 
2 hee Ta 2 2 : tS ee ee: ; = Petter ye 2 5 Set cas age ps tae ee ee Gn ta oe a Rees yr Pay ges 2 cel Ey af op ee eee ean ek oat a alae eae 2 eee : 
2 ast athe S ey a St Be a Oy eet alg Ay ON vos Born Mere So | Nes a eR STE LE a ea) pe ai Sea Er toad, Santa es na ar ai ge ail mee emacs Vege eS x 
i f Giipy tree ee enieapia Ae pe Re Nera eerie re ea! Peo OTS eee | ae elk ee aie iM 1a Ee gO ie eerie 7 for ap nce SE Rice ins ak ae ROK 1 eae ware ha, Pere Wo bon ees 
Rae Ga Con ? Pa {Ou cate : ae ie yet oh Mths erie we ae DSC | ed sag Ree en Or cecce cea hac eee aR a rape ame y ay TN IE cee Seg ee oe Lh tr Se a ae eee PS: os 
: Oe ye cry sk fe ht gy pegs) Fg 5 So STI aA Car STE) NT a epee ee Si ee renee en a ee) et er Gy OG os 
ke ete een eerie et ear eee ce Nt erie | te x 2) on ea ieee ee ae ey ae iy Copy > 2s gti ae a iN a ee amie ee eM kt ck i inte aang <i Se IE RON irs en a at ' 
te Feu ao eas : Ce tne her TOE GS MEN gS ag a es ici saeee ne ca se cos Sane oe) Ae Naaman ce ie a aie Ny Cre a eee Pe acl at teen ere oe 
poe ae SE Os ae on ’ Bacon poy Me icles 1 ee MN OO igh a hea dea ye eer as oS acaiagiht 1 cpg Phe SAUNA rd AO SH re Nee 0 oe 9) ee Der atl | RA ea inte ee ge i rie et i 
ae 3 tea 2 E eae ¥ ei ace tae eet See argent Bi yc Se er at ae eet, ee eee eee Ga a. aie Gt Sah wh eM ig Cod Tae ie ae BEAN cama) 2 a Aree ai alias Maree i E 
e ‘eh tet are See oa Reh ce ee ee PN a Ea ee oa a Sy fe SCE amet gee ; ed et a res ee ae pe Cela aoa a Veg yy MER rs Me REMC SS PA he rent, chan ht ae oS : 
OR ee ee ge Gen ga ae ee pi ee eee Brn... een ae el gear See Jac As Up aR Ele ip Oe mee rremeu nti ers , utes nMien st 3 
et eee glee iim a ps ew ND Gate mR EM eee Pt ere es St 2k cnet pea os Dah gt A oe mn 21 2c why 9 eR aN led RRR fe a Sc ONT rn 2 ee 
PER ed Gl che WAM ate Reh UTE ape Sgr nna atta Mr mh arate aa ot ge Re eT gee ee Nate A ce 4 a we hs tet ek 2 cea Shak eee i Kien eR ge SY sc vies Se ee mi x ra: 
TE SM een ae La cL Le al eee RR eee eR See 
ve ig Sa ee ey mee Ty ial nat “5 7" F : si i fe : i 
. sis ull Beas 
a a eae ; a \\ | . 
. 
i lag Mii ei taal = a ch ha Sah a ak ca a ara ie 
rai kl APP By Tee eae crepes 7 gi i | IM a A Re lalla NL 9%, el ele 
. Oe ieee ca ie ge cs Te ee | 
a Bah eee a mk. ae te es, suo PGS Re ae Lanta eat iy eoeee heen PRR OM a 1 get Na ape Ween een tee 
= Peet.) pean aa eee = ESC ete) or a om ee OD pling | | ee ge eae ee eo 
OS CS eA, Ser Cas is arto eee 8 ee GET) 78g Se yee et a 
B tt Oy eg Ay ie 4 as Fo. qo ‘A «eg ah ang ard, te ae ne eee eee PE i ee yy poole get mG 85 ae Cae, eee te 
: as * 7 wie A Corecess Re ero ee PE LG on te eee a ne eee, Aes ‘Scat 
: a > a ‘ge “ . or ae Pee eee aa at is See on gt ose Lee Ae Ra a TE Danie eee ae Ree See et A ae 
a a oe. , a ae Ng Ae Oe ar meae p aaah Nee NT So tae Se ie RANE ee Bayh te erage oe Weta eee Ser Sia. ae ths AR ee" 
: eat wal sh Dk at ke on Segre ye RS He Seed ea Aye ee NOS Sehgal ee ree Prete) 7 Sie ae ae aes So) 
‘ae ‘ if i aS rs Pie cide eaten ear Mas La” eu Ran es ie eC Mg Gy oc el ae oe ee eee ° 
cM ‘ f, : i a i . TTT, Com aa kr) ie a To Re ee ee ies cake ted ee BN Seth pe Rey ee me a ge ee ie i a mer a ”  t e soire 7 saa 
Be x ae es £. PA il as aa ee Merete igh ne ‘ Be AecD RN ht, Wa, ecg a ae eee a a PL ead eles tare 
a 2 4 + ay, fre aR cen yee. ay ea ea. NS so Kee , Seg 2 eae ea aes 2 nae Ye us | 
Senta 3 , vs of § a emery err SU aie ih EO see Seaman toa ane ice SRS eGR ee oer anca aera eet ot 15 28 Cg 9 ck es | She 2 cy Lis dS 
f ee ~~ Pets ; Dea eae ge PAP Sse yon anae ei eer 3p St clot eae TT Pe ene eefees ee. Se ae nen Cet ea 
i te ie 2 Oe ny iy ean Si een tern Sy PS eR ee MIE ad SIR ee a Oe he cee Fe Sie Es ar ac ro Oe ae ed Nt a i Reem a ae ee 
bs i ‘ re A gor SS eA oye ae mre etc alee ues ages Bao eg a Ohl De eRe CE ER SSS ee ane ma as Rtg Soe ae MELE gre ue a 
ae a ee iN cee ts te EF ee Pema en Tech fs TOE a a ee a 3 a ale TWAS CUR eal ree Tl Pe alert aerape Seon eee ame 
( 7 a ( Polk ag esl WE ame Rrra ti i Piathpes nian OF a a fet ays ORR AN a ie a re Prat a, ee eee faa Rea Cea YS itt Cadena Seen or ie estes te as 
aad - ~ aN gt eta SST aes mec Da oer gt 2 ier a) ae, Se ae aM Rc Mme, Se kn ei ard ae ce! Vt Na. Ae ip in ee a ibe Se oe 
Tee. os” ae ae A le 8 oi a eee Ea ORE DP See rc SST EE 
ke : i Jon oy Saiiie* ge as We aie aed : ELS ries - E (oe ae hae ae ‘ ie = ‘ re =! : 
7 AL ne P. gy ae 5, Sip Ne ak Coleman a i Reelin caren iter eS 5. EE Di anh ai atl alse it Sates ene an ge ts ane = Sees ee eae os ae Nee gt hoa 
ed eee moa chy a got ha ee ern aa ea woe Be gee Match ech igs! ce op Na gee eee cere VEE 8 a UM fener doa ae gone ara Dey oa sei) <a UN y aes gu site) Gite eAaRemere ee 2 A 8 he 
eo et a ns a st es . es es Weep cena a tea et SR es hia Ci ee Pee as tae Br LMM Beye ree ek, oe ee ae Sate caper eae ‘, 
Wa: me bs Sate ne Ang Ss a erat f fas ‘2 b: cee: 4 ’ : 
ye lll yh kes ae 3 x —— Fk pie! Ay a Oe, Fe a ee ee ee catch ieee “Were eo ee" § bo a fee eee ila” yo ene ery pee a ach 
e 3 si AA A a a ee a ee a ee ice am Te ALE Ne ai eas her RRS PO eens ae ng Bere mare erat nce 
a 9 RRR ac aRsteta ies os rare ann patent pit cip SENE RIALS ie IE CER ee 
tee - ; id ie ne ; Let ; se i 
atag SEER etre a Site eae <a ; Bee he Does Sy ot Sioa e 
—. Se ) ae eae ess bias hi EE ; he 
: {a ie or a ee ie : : ; 
a a =< oP. oy Uo ea Bele. ace. ogee ; 
‘ty S ¥ Ke 2 > 4 ‘ : i = a che oe, ne a j + a ZAR clo PU aatias elcgla hd eet : pe: ae as Bp nk voles pice 
ie a a ie, . m ; satgel (= *& ; i Peau ep aed lS eG es ee erat a i ee eee eis 
——a heeds or EN eee : e se cette) Verney, eth tin Bde oe 
a — Dae Recah a aie 5 ie aac tony ee en eae r ft nee ce ee 
= ee ae ; poe Peal coe na : Jie aes 2 Sie, Fee: ee ss | ena ine fess ih tee oe 
| 2a aa oh ms 5 = ah ‘ Ae wr Grates eS fl a ae Na eee 2 ee Fras Ps ‘ aoe ee ' ce < = 
io w e Steal re ‘ < Dae, aay oe eee gre eee nt ee: 7 : : 
a a a wart . 5s S Fay? a a ae a ees ~ A . 
eo pa ere ze ae ae rf °° Yates * : z eh 
he oe x . se ge ‘ /} ee ‘ on . Bie, 
ae er wa gale care ; er Dene) Ror oe es Mia ee ee es _ OA poses ree ath (ot ‘prune me Set is 
5 feos meee a a fltcie att parcacan Me Rem, Ce ae cea 2 SEAR Ss ere a Marth he Sec roeeh FY S0K ste eee a er 
z ae, rs elt hoe ie a Mage eck weer tats ie dee, 2 Wea Cat Neuro oe ee eee eevee te, Se 
a aes Gk st ae eee ed ae ai sr ea ‘ a aeons oe ra a ere el: fi 
si : See care ht sega a DNA cai Wie 2 tS ees agate : 
: els - Fe Aaa ae ag gaan cet, mL Pie cds eae CR ee a eg 
as nc sledge 2 ae ee eee reese Mela ee tt et Rempel : 
= Ae 2 SESS pcs eae : F : ates + hice Ay eee Soa ae 2 Man Seger Pct Ces ein ty BA ee a ee 
a : ‘Pagina Proce oa 02 i a gpa es rn ae see els AR nr am Pa IM a el 
 z RDF ie r ene ‘0 er) oo Se Paes aia oP SES Bat 
= Bue Rid hse ose epee | Se ee, Se eR ees ae a ees ee 
: eee el ae ee ee Ee st | al ean ee Cea aa 
a Pes ee ey ee oes aa 2 ae fl 4 oe ha ee eee Lae eieaee eee ee ee en sag : mer mshi scetemey er ph 
ee yA SAROR Coe” Wen Bares Rare > eee BE 5 cyt ea ee Tet alt Se ike Coe ee ees eg ss Re er re ae ee me 
ee pie NS A aa cy a ea A orikewea ee Eh lead ts Re ecg ae oe eee ey 5 5) Sadler Oe Ow ir 1 ame Sas 
, SS o pits ie i tenn bet per aget ae est Rate eda a ogee aC a aa pe Ai) Bea et Ol yo ARR ee 9 
ey Tee ae, Rs A Wie ae earth tae eens Spt Te | ee eee oo ara See eee a cog ae ge eas cs RR Apa = hah oka iS — de Minas eee 
ec ‘ Bank pees ao ; Bene = ES, A * See ak ee ol a ot eg etets hse ae - ie : ; a ' } Bh Ok Sat one area) ey es ees od a 
Fay. J Me ae ie . ithe) ee eh ee eh By ile ees A Fg ae) ve ee ee se 5S a saree: Rena EN Sn ‘ eI? she on ae. alte ae ale aca mee ae ie 1 eee veo ie ae 
‘Sas dias he om # Pere, ve 2s =e a ha ot Se em eae ay . S gece De ae Eb ae ee Se ee at Sea elie 2 he Capa ee fe: owes & oR guns ee se er Se tees asf ae ie 
ese re c bi SS erage oP a alpen: hire PLU cite ee ig AT) ae Wipes errs 4 3 SC ad as: VE tA a RR, Ran Bl aS as Es Ca Re RPE NG eh Te eC ea ce eg ial hs ie Ss eae 
Paces at ay = ae ee Se tg ee Gan teeta Et mre ag,” ee rae tee et Hee ee ay co 5) ae Oe he ee ee OM me” Pee Egan eet wm phd Da Ct oe fa Rr epeenee (en Ne A Pet! 3 eae 
pe mee Pe 5 Le eae y= rok orale eae : il eaters pr nar ert ieee A ce Ol ia al Su aion Wl ag Sf... ON) yee ran aera ie nee eee eee, males 
cere a) ae ee ce fea Be ae OR Me am a eet ene ead See ee er Aes eae ree Whee Pes eee ey er ee: a ee a gee ss Se ice ei Se Lit Ne atin ee, Sa fae 
Be ae ee ee = Ee Jed oa AOE See mere ene) ee kane weg tae eee Cee sia) eee ee se sae yer ee a ee ee oe ee Pe eee O0 TER eee A ok pe epeped aay ae eee =~ sea . a : 
; Pua eee baie i - fe ee se aes at Sie ih ea vate Pe tere Ee Og ae Pen Lmbcse eae Page SPC een emu dee os ea: yeti: 2 Sumew gd 
edt Ge ee Nene ae “(PTR nee il oes ee, Woe ee oe A pe aed ve *, Biber Pt at fs Sue 5 ar 2 Sr ORR eee i, eee oe, oe, mer 
tat: sl ee aera Bs a Si PEIN Mee en eae at oto eee eer Oa ae aig geet aaa pete na 49.” 2 a eae ae Oceanis ee eae / 
pe ee ee 2 eee cies ee PE ee eae Ol = ag ene Se et aie aes) CRT Met Pea ee Nagte ca cae, Ras Ey ah ai alt rae Lee foe Cn ee ai ae Paget Pecos agile et. ee ge Ks) 
Pie es aes ‘oe Se eee ae er ha nil ME ena cae ey ee Seer MEN a es ee ea ee ee en a Oe eo Cook Ue ae 
NE EE a i ee ne tk i POR ci a a ae sae hae ae se eae AF ie 
at 
tai Ae re Ee. ‘ ; 
ie See ae = EN ay ee eat Ne a oe iis ok a edema ir. al aa 


36 


store 


Assn. of Retail Druggists here. 


try, more than 80% sell razors and 


and dentifrices for sale; 
than 65% carry shampoos and cold 
remedies. Grocery outlets have 
become the principal distributors 


formula products, oils and talcum 
powder. 

Such competition is serious and 
will grow more so, he asserted. 
The solution, he said, is effective 
promotion of services the druggist 
provides, and the products he has 
to sell. “The majority of inde- 
pendent druggists are inclined to 
ignore the fact it is necessary to 
advertise to stimulate business and 
deal with competition,” he de- 
clared. 


es Citing recent studies, Mr. Dar- 
gavel said only two druggists in 
ten make more than “haphazard” 
efforts to attract trade through 
printed media. Grocery outlets are 
far ahead of the drug store in 
amount of advertising done. 
Druggists in the areas covered 
by the DuMont TV show “Caval- 
cade of Stars” were urged here to 
identify themselves with the pro- 
gram, which has the support of 
the NARD. The show was termed 
a long stride forward in accentuat- 
ing services of the drug store as 
Buch, in order to counteract the 
competition of supermarkets and 
grocery stores in general. 
Deploring quantity discounts 
which compel retailers to make 
heavy purchases of merchandise 


La 


sy 


in order to realize “more than 
meager profits,’ Mr. Dargavel 
warned manufacturers it is not 


compulsory for independent drug- 
gists to sell popular items. “The 
cold truth is that 99 customers out 


~ SIOUX CITY, IOWA 
WOODBURY COUNTY 


SIOUXLAND MARKET 


% 


SIOUXLAND -- Annual spendable 
income $1,226,217,000; per family 
income $4,555.70; annual retail sales 
$874,550,000; gross farm income 
'$961,693,000. 
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Executive Secretary John W. 
Dargavel warned that druggists 
“must merchandise as most of 
them never have before to cope 
with the competition of grocery 
outlets.” He declared that of the 
400,000 food retailers in the coun- 


blades; about 75% have laxatives 
better 


of baby supplies in the form of 


Druggists Falling Behind Because 
They Don't Advertise, NARD Told 


Lone Beacu, CAL., Oct. 24—In- 
creasing sales volume of food 
stores and supermarkets in com- 
modities once predominantly drug 
items occupied the lion’s 
share of attention at the 52nd an- 
nual convention of the National 


of every 100 will accept recom- 
mended substitutes of similar 
quality,” he said. 


@ In the past 17 years, the annual 
retail volume of magazine news- 
stand sales has grown from $68,- 
000,000 to $340,- 
000,000 per year, 
and the 35,000 
drug stores 
which today 
handle magazines 
account for about 
40% of this vol- 
ume, Allen 
Adams, secretary 
and__ circulation 
manager, Fawcett 
Publications, told 
the convention. 
He spoke as secretary of the Bu- 


Allen Adams 


reau of Independent Publishers 
and Distributors, which handles 
about 65% of all magazines sold 
by druggists. 

Mr. Adams presented “these 
honest facts about drug stores and 
the magazine business”: an aver- 

age of 2,500,000 magazines a day 
are sold in drug stores in the U. S. 
and Canada, 365 days of the year; 
two-thirds of all drug stores carry 
magazines. 

On the average, a magazine de- 

partment will produce 5%% of 
total drug store volume (not in- 
cluding prescriptions); drug store 
|Magazine department sales av- 
| erage, per square foot, $140 per 
year, more than double the total 
| drug store average of $69.38; drug 
| Store department gross profit on 
| Magazines per square foot aver- 
jages $34.68 per year, 75% more 
than the $19.63 average for all drug 
store lines. 


® Quoting from a study conducted 


born, Mr. Adams said it was 
learned that magazines rank fourth 
among the reasons women give 
for entering a drug store. Maga- 
zines rank above cigarets, stamps 
and films, and by a considerable 
margin above candy bars, chewing 
gum and nuts combined. 

The study also revealed, he said, 
that 174%% of all women who enter 
a drug store buy a magazine, book 
or newspaper; 7.1% of all women 
who enter a drug store do so for 
‘the sole purpose of buying a mag- 
azine, book or newspaper, and 70% 
of this group buy other merchan- 
dise before they leave the store. 

As an added reason for druggists 
promoting magazine departments, 
Mr. Adams pointed out that mag- 
azines are the “No. 1 medium of 
national advertising for the man- 
ufacturers of many of the lines of 
merchandise you carry on your 
shelf.” 

Giving point to the concern 
about competition from food out- 


by Batten, Barton, Durstine & Os- 


lets, Lyle J. Purcell of Batten, Bar- 
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ton, Durstine & Osborn said totg} 
retail drug sales have remained 
a relatively static position, and in 
many commodity classifications 
drug stores have lagged in their 
share of the total since 1945. The 
reason for this, Mr. Purcell gaj 
is that druggists are “outmerchan. 
dised” by competitors. 


@ In 1949, dollar-wise, the retaj 
drug business was up only 19% 
from 1945, he said. This COM pares 


with increases of 40% by variety 
stores; 58% by grocery Stores 
and supermarkets, and 34% by 
department stores. 

Mr. Purcell made these com. 
parisons as to the drug stone 
share of the total market in seyg 
major commodity classifications 
sanitary protection business, 50% 
in 1945, 45% in 1949; dentifri 
60% in 1945, 50% in 1949; facial 
tissue, approximately one-third in 
1945, about one-fourth in 194 
baby goods, other than baby foods 
and cereals, 70% in 1945, 40% ip 
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1949; shampoos, 60% in 1945, 45% 
jn 1949; sun glasses, 60% in 1945, 
40% in 1949; first aids, 75% in 
1945, €0% in 1949. 


s Fair trade laws face tests 
“more critical than ever before” 
when 44 state legislatures convene 
next year, according to Maurice 
Mermey, director of the Bureau 
of Education on Fair Trade (and 
ner of Baldwin & Mermey, the 
publicity firm handling the bu- 
reau). . 
Mr. Mermey reported “as an ex- 
treme possibility” that as many as 
17 legislatures may have fair trade 
repeal bills “thrown into the hop- 
pers next year.” He said the fig- 
ure was based in part on attacks 
directed against fair trade in 20 
states by “predatory price-cutters 
who have not given up their ef- 
forts to restore jungle economics in 
the market place.” 
Attacks on fair trade, Mr. Mer- 
mey said, reached a peak during 
the 12 months prior to the out- 


break of the Korean War as 
“price-cutters tried to capitalize 
on the consumer’s demand for 
lower prices.” 

The situation was reversed, he 
continued, when the buyer’s mar- 
ket disappeared and the pressure 
on prices was lifted. There is a 
“cease fire” respecting fair trade 
today, but it is an “uneasy and 
transient truce,” he asserted. 


a “When the Korean fighting be- 
gan, the predatory price-cutter 
was proved as phony as his bar- 
gains,” Mr. Mermey said. “Over- 
night he stopped shedding croco- 
dile tears for the poor consumer 
and took advantage of the sellers’ 
market by jacking up the price of 
goods already on his shelves. In 
other words, the wolf removed his 
sheep’s clothing once merchandise 
appeared to be scarce.” 

If fair trade is to be preserved, 
he said, it is necessary to maintain 
constant vigilance coupled with an 
intensified education program to 


reach all segments of the popula- | 
tion. He noted that “convincing | 
statistical data” gathered by the | 
Bureau of Education on Fair Trade 
“has already been effective in de- 
veloping public support through 
exposing the deceptions of price- 
cutters.” 


Muench Resigns Marhoeter 


C. Wendel Muench & Co., Chi- 
cago, has resigned the account of 
Marhoefer Packing Co. and affili- 
ated companies, Chicago, effective 
Nov. 1. 


Louden Joins Lupton 


Lilyon E. Louden, formerly with 
Geyer, Newell & Ganger, has joined 
the publicity staff of John 
Mather Lupton Co., New York, to 
do news and editorial writing. 


Reddi-Wip to Blumberg 


Reddi-Wip Maryland Inc., Bal- 
timore, processor of Reddi-Wip 
dessert topping, has named Frank 
L. Blumberg Advertising Agency, 


Baltimore, to handle its account. 


Liberty Net Adds KMPC 


Liberty Broadcasting System, 
Dallas, has signed KMPC as its 
Los Angeles affiliate, effective im- 
mediately. Liberty now has 40 af- 
filiates on the West Coast. The 
net’s Hollywood office will move 


to 5939 Sunset Blvd., effective 
Nov. 1. 
To McLaren, Parkin, Kahn 


The Atlantic Merchant Marine 
Academy, specializing in marine 
engineering and navigation 
courses, has appointed McLaren, 
Parkin, Kahn, New York. 


MDs Set PR Conference 

The third annual American 
Medical Assn. public relations con- 
ference has been scheduled for 
Dec. 3-4 at the Hotel Statler, 
Cleveland. 


Appoints Kircher, Helton 

Monarch Machine Tool Co., Sid- 
ney, O., has appointed Kircher, 
Helton & Collett Inc., Dayton, as 
its agency. Business papers and 
direct mail will be used. 


lation size. 


What has happened here has never happened 
before—in all publishing history. 


Never before has a magazine of selected, top- 
buying readership grown to such mass-circu- 


Now, with more than 3%-million circulation, 
Better Homes & Gardens is one of the three 
biggest magazines read with equal interest by 
men and women. 


This is welcome news to any advertiser. But 
remember, when you measure BH&G, you only 
start with its size. 


Thus Better Homes & Gardens becomes one of 
the three biggest man-woman magazines 


—and the only one that got there 
entirely through 100% service! 


For here, as nowhere else, is a multimillion 
audience screened for keen interest—with every 
word of the magazine devoted to helpful advice 
on how to run a home, how to raise a family. 


Here, as nowhere else, is a mass market of 


3%-million families who read BH&G solely for 


its 100% service content. 


Here, as nowhere else, are spontaneous growth 
and reader devotion that produce tremendous 


response for advertisers. 


You certainly don’t need a slide rule to figure 
why Better Homes & Gardens belongs up at 
the top on any media list, these days. 
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82 Newspapers Run 
Ads on Yes Tissue 


MILLtTown, N. J., Oct. 25—Per- 
sonal Products Corp., subsidiary 
of Johnson & Johnson, has 
launched its first large-scale 
newspaper advertising drive for 
Yes facial tissues. The first ad 
broke in 82 daily newspapers in 64 
cities on Oct. 19. 

The campaign will continue 
through the week of Dec. 11, with 


ee ree we et 6 pee 
am ne we hy YM a ome 


six ads to be staggered over that 
period in the East, Southeast and 
Midwest. N. W. Ayer & Son is the 
agency. 

The newspaper campaign sup- 
plements a heavy television spot 
schedule and magazine ads which 
have been appearing all year. 
Scheduled for newspaper release 
are two 600-line ads, two 1,000- 
line ads, one of 1,500 lines and one 
full page. 

All copy will feature the same 
theme of “Millions say Yes has 
softer caress!” and a large photo 
of a girl holding a box of the 
tissue. Secondary theme is a boast 
that 100,000,000 boxes were bought 
by women, with testimonials from 
some of them. 


Ketchum, MacLeod Names 2 


Ketchum, MacLeod & Grove, 
Pittsburgh, has named Robert F. 
Rosenberger, formerly in the sales 
promotion department of Joy Mfg. 
Co., Pittsburgh, as an account ex- 
ecutive. Oscar Shefler, formerly 
research analyst for the Depart- 
ment of Defense, Washington, has 
joined the agency’s public rela- 
tions department. 
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MONTGOMERY 
FOS.FI5S 


U. S. Census, 1950 
Preliminary City Population 


MONTGOMERY, ALABAMA 
Metropolitan Montgomery, 138,129 


% 35.3 PLUS PERCENT IN CITY SINCE 
1940 


% 242 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 


FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


THE ONLY EFFECTIVE COVERAGE OF THE 
CENTRAL AND SOUTHEAST ALABAMA MARKET 


The Alontgomery Advertiser 
ALABAMA ® JOURNAL 


MORNING— EVENING-—-SUNDAY 
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Gets Loomcraft Account 
James P. Sawyer Inc., 


Helbros Names Ray-Hirsch 
Helbros Watch Co., New York, 
has appointed Ray-Hirsch Co., 
New York, as its agency. A pro- 
gram in preparation 


serviced the account. | previous agency. 


New 
York, has been appointed by I. 
| Schneierson & Sons, New York, to 
includes| handle advertising for its Loom- 


newspaper supplements, maga-|craft dress division. Consumer 
zines, radio and television. Dor-| magazines will be used. Franklin, 
land Inc., New York, formerly | Bertin & Tragerman was the 


Newsprint Price 
Hike Draws Fire 
from Inlanders 


- PRT OO RRR Le TPT e SORT Te Soe Cet eee ad 


e Tie record each = 


of the finest perfume 4 


and cosmetic advertising 


BEAUTY FASHION 


~» Also publishers of DRUG AND COSMETIC. INDUS 


Cuicaco, Oct. 24—In a strongly 
worded resolution, Inland Daily 
Press Assn. members today charged 
that recent price increases on 
newsprint are “excessive, ill-timed 
and not warranted by known fac- 
tors in the newsprint industry’s 
economy.” 

The action followed heated dis- 
cussion of newsprint price rises 


tion here. Members rejected the 
alternative of asking for govern- 
ment intervention and directed 
their resolution directly at news- 
print manufacturers. 

The statement charged that re- 
cent increases of $10 a ton on 
newsprint by several manufactur- 


at the association’s annual conven- | 


ers (effective Nov. 1) “impose on 
newspapers an additional heavy 
burden that can threaten the very 
existence of many of them.” 

There were indications that the 
price increase soon will be re- 
flected in additional advertising 
rate increases. Oscar S. Stauffer, 
association president, said that 
“every publisher is anxious to 
keep both his advertising and cir- 
culation rates as low as possible... 
yet higher costs must always be 
passed on to readers and adver- 
tisers.” 


a Inland Press members issued a 
“vigorous protest against this in- 
crease in newsprint prices” and 
urged further “that manufacturers 
of newsprint give careful and full 
consideration to keeping produc- 
tion of newsprint as nearly as pos- 
sible in stride with increasing de- 
mands of newspapers, to the end 
that newspapers may obtain their 
newsprint supplies through normal 
and proper channels.” 


Franklin D. Schurz, business 


There is no substitute for experience! And experi- 
ence has shown there are basic links that must be 
welded together to form the complete “chain” of 
a successful Dealer Help Mail Sales Plan. Weak- 
ness in any one of these links can destroy the 
effectiveness of the entire plan! Here at Donnelleys 
we are only too aware of these important facts. 

With a Donnelley prepared Mail Sales Plan, 
you are assured of a systematic program that 
welds all the vital links shown above into a pro- 
ductive sales aid—a plan coordinated with your 
other merchandising activities to further stimulate 
the sales of your dealer organization. 

With the Donnelley produced plan, you and 
your dealers are assured of the greatest value per 
advertising dollar spent. Donnelley experts follow 
your program from its planning and creation to 
the final placing of your mail in the hands of pros- 
pects. Every step is carefully supervised! . . . no 
link is overlooked! 


“No Chain is stronger 


..and there are no missing links in 
Donnelley produced “Mail Sales Plan! 


than its weakest lin 


jd 


For the complete story of how Donnelley can 
help you get better results from your Dealer Help 
Direct Mail, call or write your nearest Donnelley 


office. 


*Direct Mail for local dealers, sponsored by major 


suppliers. 


largest contests. 


quickly and efficiently. 


campaigns. 


OTHER DONNELLEY SERVICES INCLUDE: 


® Couponing-by-Mail—an “Occupant List” of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 


® Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 


THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST | 
CHICAGO 16,1LL YORK 


~NEW 
a 


305 E. 45th ST. _ 


17, N. oa } 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 
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manager of the South Bend Trib. 
une, reviewed the newsprint sup. 
ply situation and declared: “I be. 
lieve there would have been no 
increase in newsprint prices af 
the present time, and the increage 
might have been smaller when i 
came, had the Canadians not 
feared price controls and rationing 
would be clamped on newsprint 
after our November elections. 


s “There is certainly no justifigg. 
tion for the rationing of newsprinj 
at the present time,” he continued 


“The newsprint situation is not 
tight now as it was at the clo 
of World War II when rationing 
was lifted. Despite extensive i. 
quiry, we have not found one dig. 
tress case.” 

Mr. Schurz also asked that Con. 
gress “stop fruitless investigations? 
and that the government give pub- 
lishers assurance that newsprint 
will not be rationed. 

He said that a recent Inlang 
questionnaire indicated that fewer 
than half of 197 association mem. 
bers who replied will need more 
newsprint in 1951 than they have 
under contract. In all, he added 
Inland members will want 3.144 
more tonnage, and “if the sam 
need exists in other sections of the 
country, the shortage of news 
print in the U.S. will be slightly 
under 200,000 tons.” 


s The problem of rising costs and 
methods for keeping expenses to 
a minimum was the principal topic 
of discussion at the Monday after. 
noon round table sessions. 

In all three sessions (for paper 
with circulations of less than 10- 
000; from 10,000 to 20,000 an 
more than 20,000), members called 
on printing equipment manufac. 
turers to turn out equipment tha 
will speed up production. The 
feel that greatest opportunities for 
reducing costs lie in the develop 
ment of improved equipment. 

The discussions considered t 
principal methods for reducing 
costs—use of a dispatch room te 
handle ads, so that space sale 
men would not have to devote 
their time to production; use o 
the Fairchild engraver, and use 6 
teletypesetting machines. 


ein the meeting for papers of 
10,000 to 20,000 circulation, F. W. 
Brinkerhoff, editor and manage 
of the Headlight and Sun, Pitts 
burg, Kans., described the tele 
typesetter “network” of five Kan 
Sas dailies. 

The five papers maintain on¢ 
editorial desk for wire copy 
one skilled operator punches oul 
the teletypesetter tape, which thet 
is used by all of the other pape 
eliminating the need for mail 
taining linecasting machine oper 
ators in all plants to handle wi 
copy. 


a Clyde Bedell, retail advertisini 
consultant, suggested that publish 
ers persuade local accounts to u 
the space they buy for adverti 
ing, rather than for the purpose ¢ 
filling it with “black marks.” 

“Local advertising rates are cul 
rently relatively high all over tb 
country for white space,” he 
“But they are very low in mo 
cities for advertising... 

“You will agree, I think,” } 
continued, “that the important ral 
to the retailer is not the rate cat 
rate, but rather his rate per reade 
of his ad or per dollar of respon® 
That rate he makes for himsé 
with his creative talent.” 


a Mr. Bedell charged that newsp 
per publishers neglect advertisi 
and their ad staffs. He said tha 
they do not generally give thei 
admen research material or eq i 
them to help retailers get max 
mum possible results from adv@ 
tising. 

If the dealer is interested in 
rate per dollar of response, pul 
lishers should be interested in pé 


ing their admen in proportion 
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ENDOWMENT—Erwin C. Uihlein (second from left), president of Joseph Schlitz 
Brewing Co., presents a check for $100,000 to Dean Carl W. Ackerman of the 
Columbia University Graduate School of Journalism, as an endowment for the sup- 
port of the school and the continued operation of the Joseph Pulitzer awards. The 
presentation was made at the premiere video showing of the Schlitz-sponsored 
Pulitzer Prize Playhouse. Others in the picture ore E. J. Noble (left), chairman of 
the board, American Broadcasting Co., and Joseph Pulitzer, son of the late jour- 
~  natist, and publisher of the St. Louis Post-Dispatch. 


BBB Chief Asks Aid 
in Avoiding Video 
Censorship Threat 


AMARILLO, TeEx., Oct. 24—Ad- 
vertisers must help Better Business 
Bureaus work out some method of 
checking video commercials or 
face the threat of censorship by 


local or state governments, accord- 
ing to Victor H. Nyborg, president | 
of the Assn. of Better Business| 
Bureaus. 

Mr. Nyborg issued the warning 
in a speech before the Tenth Dis- 
trict convention of the Adver- 
tising Federation of America here. 

Unlike the radio announcer, he 
explained, a TV announcer is now 
a personal salesman. In addition to 
the words which may be in a script, 
the video announcer adds inflec- 
tion, facial expressions, gestures, 
posture, etc., “which intentionally 
or not can accentuate, exaggerate 
or imply things which are not 
true.” 

The Better Business Bureaus, he 


39 


continued, realize that the med-| on, except hearsay or personal im- 


|ium is new and that there is a 


pressions—and the essentially brief 


great deal for all concerned to| visual copy. 


learn. Mr. Nyborg said that the) 


BBB is prepared to help video 
advertisers, just as it has worked 
with advertisers who use other 
media. 


s “Part of our problem of helping 
concerns the checking of commer- 
cials, because we have not yet 
been able to devise a practical 
method or system,” he declared. 
“How can we, for example, when 
there is no record of what an an- 
nouncer said and did, discuss a 
particular commercial with an ad- 
vertiser? There is no basis upon 


“It is something to think about 
seriously,” he continued, “for al- 
ready there have been attempts 
on the part of some local and state 
authorities to bring television un- 
der censorship. And while such 
attempts have been defeated so 
far, lack of balance—believability, 
accuracy and good taste—may be 
an invitation for other attacks in 
the future.” 

Members adopted a resolution 
opposing any government action in 
the present crisis denying busi- 
ness freedom of advertising (aimed 
at denial of advertising as legiti- 


which a discussion can be carried | mate operating cost). 


8x10 genuine glossy photos 


in quantities 
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the revenue they produce, he con- 
tinued. “In many a spot in this 
country, a studious, industrious 
staff man at $85 or $100 a week 
would be a far better investment 
for a publisher than the $45- or 
$60-a-week man now on the job.” 

Another Inland resolution called 
for voluntary censorship; an Office 
of Censorship that would be an 
independent agency responsible 
only to the President; and a civil- 
ian director of the office, “with 
immediate background and expe- 
rience in communication media in 
the U.S.” 

Harry J. Grant, board chairman 
of the Milwaukee Journal, re- 
ceived the fourth annual Minne- 
sota award for distinguished serv- 
ice in journalism, and the South 
Bend Tribune was named winner 
of the second annual association 
award for outstanding community 
service. 

Officers for the coming year, 
elected at the meeting, are: Clif- 
ford G. Ferris, editor and general 
manager, News, Rhinelander, Wis., 
president, and E. J. Kahler, mana- 
ger, Argus Leader, Sioux Falls, 
S. D., vice-president. 


Kelly and Ainsworth Leave 
National Distillers 


Philip J. Kelly, director of ad- 
vertising and promotion of Na- 
tional Distillers Products Corp., 
New York, has resigned and Alynn 
Shilling, former administrative as- 
sistant to Mr. Kelly, has been ap- 
pointed acting director of advertis- 
ing and promotion. 

Eric Ainsworth, sales promotion 
manager for monopoly states, also 
has resigned. He has been suc- 
ceeded by Roger Danaher, former- 
ly assistant to Frank Ford, sales 
promotion manager. ; 


Gets New Lander Product 


The Lander Co., New York, has 
appointed Raymond Spector Co., 
New York, to handle a $500,000 
Promotion for its new pin curl 
home permanent product, which 
will be distributed nationally after 
Jan. 1. Previously selling only to 
the syndicate field, Lander will 
expand into the drug and depart- 
ment store area with the new 
product retailing at 79¢. Newspa- 
pers will be the principal medium. 
Reiss Advertising, New York, han- 
= other Lander cosmetic prod- 
ucts, 


Rogers Joins ‘Newsweek’ 

Richard B. Rogers, formerly on 
the advertising staff of Plant Pub- 
lishing Co., has joined Newsweek’s 
Cleveland office as advertising 
Tepresentative. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Divtaion of 


Se Sees Grete 
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Sole saving... 


Most manufacturers and businessmen make 
more money when employees save shoe leather! 

The farmer is no exception! One dairyman 
walks 1,364 feet daily per cow, another only 498 
feet! The difference represents better planning, 
more efficient plant layout, more labor saving 
devices... pays off in bigger profits. 

And the Mrs. Manufacturer on the farm is a 
sole saver too! Compact, well designed kitchens, 
with nearby storage space, lessen walking and 
work, give more leisure. 


Farming is a business that has benefited by 
time studies, movement and motion research, 
like any other type of manufacturing... utilizes 
mechanization increasingly .. . 


and information to the nation’s best farmers... 


with the best soil, best brains, best techniques, 
most investment in land, buildings, machinery 
and equipment, the largest yields and incomes. 
The near-million SF farm subscribers in the 
fifteen Heart states alone, earn easily 50% more 


than the average US farmer! 


With current farm income now about three 
times the 1935-39 average...and a spendable 


backlog of billions in cash and checkbooks 
from the ten best years in agricultural 
history... today’s best farmers and g@ 


their families are the best class 
market in the world! 
Your advertising in general 


improves plant and structure 
of the food factory. 

The farmer’s wife keeps 
in step through more efficient 
work planning, remodeling, 
decorating, furnishing, and 
design of the farm home. 


: A Edited in the joint interest 
7 ~o~ Of better farm business and better 
Pa pe farm living, Successful Farming 

each month brings the best ideas 


ALLE 


publications passes by much 
of the most profitable audience 
.-- needs Successful Farming 
for its deep penetration, greatest 
influence and impact, maximum response and 
return. You're not getting your share of national 
sales, if you overlook this market and medium. 
For full facts, call any SF audience... Successful 
Farming, Des Moines, New York, 2g 
Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, 
Los Angeles. 
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Kefauver Revelations Make Liquor — 


Men Unhappy; Say Hands are Tied 


Authorities Can Clean 
Up Situation if They 
Will, Distillers Say 


By JOHN CRICHTON 

New York, Oct. 25—The liquor 
business is miserably aware of 
the spotlight of the Kefauver 
Senate investigating committee, 
but is pretty much powerless to do 
anything about it. 

Despite the fact that Sen. Kef- 
auver’s investigations in Missouri 
and Illinois have turned up liquor 
franchises in the hands of ex- 
mobsters, the general attitude of 
the liquor business is still, “It’s 
too bad, but we can’t do anything 
about it.” 

Here’s the nub of the problem: 

Before a liquor wholesaler can 
get a license, he must clear two 
hurdles. The first is the Alcohol 
Tax Unit, which grants federal 
sanction; the second is the state 
commission. Both peer closely at 
the applicant’s background, and 
the general opinion of the liquor 
industry seems to be that, if the 
federal and state governments 
have cleared an applicant, there’s 
no point in the industry carry- 
ing the matter further. 


sw In the second place, there’s the 
matter of collusion. During the 
war, the liquor business was deep 
ly perturbed over the conduct of 
retailers near army camps. It was 
seriously suggested that offending 
liquor dealers might be cut off 
from their supplies by distillers. 
An emissary from the distillers 
went to Washington. “We were 
told we couldn't touch them,” he 
recalled to AA. “We were told 
our business was to make whisky 
and sell it under the law, and 
they’d take care of enforcing it.” 

In most of the states, the liquor 
wholesaler’s franchise is renew- 
able yearly; the industry is in- 
clined to feel that the machinery 
for stricter policing of franchises is 
at hand. “We’re mightily con- 
cerned,” Tom Donovan, general 
counsel for Licensed Beverage In- 
dustries, told AA, “and if our 
power matched our concern we’d 
be in a better position.” 


s Third, the industry has neither 


Great job that new 
crowd is doing with 


Est. 1901 
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Rounding out 49 years of 
publication, TRAVEL today, is under 
new ownership, newly staffed and in 
fresh new format. Modern as a strato 
cruiser it is the ber one magazi 
of seasoned travelers. 


Media Men—write for sample 
copy and advertising rates. 


TRAVEL MAGAZINE 


1270 Avenue of The Americas 
Rockefeller Center, N. Y. City 


the right to create distributors nor 
to refuse those in business. Take 
Kansas as an example: the Kansas 
law requires distillers to sell to 
any distributor; the distributor 
may buy from whomever he likes, 
and he must be supplied. This pro- 
vision is also on the statutes of 
other states, but custom has con- 
siderably nullified it, and exclu- 
sive franchises are again opera- 
ting. 

Frequently, however, the prob- 
lem is posed in a different way. 
The individual distiller is looking 
for a distributor in a state in 
which 35 distributors are fran- 
chised. If the best distributors are 
already carrying his competitors’ 
brands, the distiller cannot arbi- 
trarily tell the commission to fran- 
chise, say, a food distributor who 
he thinks would do a good job for 


his line. He must take what is 
available; he may not like what 
he sees, but his choice is limited. 


es The industry professes great 
concern over what goes on in the 
business at distribution levels, but 
it operates under a peculiar statute 
of limitations: what happened be- 
fore repeal doesn’t count. 

There are, of course, many ex- 
bootleggers in the legitimate 
whisky business. Most of them are 
perfectly honest business men, 
who were awarded their present 
lucrative franchises for two rea- 
sons: past services and their un- 
deniably strong financial positions. 
(This is important; liquor whole- 
saling requires important money, 
with an initial capital of $500,000 
regarded as a “shoestring opera- 
tion.”) 

How they received ATU and 


state commission blessings is some- 


thing else. Sen. Kefauver says of 
Joe Fusco, onetime Capone asso- 
ciate who is a stockholder in four 
Illinois distributing companies: 
“In 1942 Fusco had a little 


trouble with the Alcohol Tax Unit. 
Two men with the unit left the 
organization at Fusco’s request 
and aided him in straightening out 
the matter. The matter was Fusco’s 
need for a license. He got his 
license.” 


s Fusco is a partner in Gold Seal 
Liquors, which has contracts with 
National, Schenley and Seagram, 
and is estimated to be the largest 
distributor in Chicago with annual 
sales of around $30,000,000. He also 
holds stock in Gold Seal subsidi- 
aries, Rembrandt Distributing Co. 
and Cornell Distributing Co., both 
of Chicago, and Bohemian Wine & 
Liquor Co, and Bohemian Brew- 
ing Co., both of Joliet. 

He told the Senate committee 
he financed many of the retailers 
who handle his brands, and two 
of the retailers are under sub- 
poena, because of previous gang- 
land connections. 

These situations are not con- 
fined to Chicago. They have 
cropped up sporadically in Los 
Angeles, Miami and New York. 
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Where the state commissions haye 
moved promptly, the situations 
have been remedied rapidly. 


s In New York, for example, the 
State Liquor Authority discovered 
belatedly that Irving Haim, op 
erating International Distributors 
(which handled King’s Ransom 
and House of Lords Scotches among 
other brands and did nearly $15,. 
000,000 annual gross), had been 
arrested and indicted in the past 
by the federal government. The 
SLA refused to renew his license 
on several charges, the principal] 
one being that he had made 4g 
false material statement to the 
commission. 

Similarly the license of Cluff 
& Pickering was withdrawn, and 
when Canadian Ace beer at- 
tempted to enter the New York 
market SLA opposed it. Canadian 
Ace was to have been distributed 
by a company headed by Joe Louis 
and Sugar Ray Robinson; SLA 
checked the distribution contract, 
and found “Louis and Robinsop 
would have nothing to say about 


HELP YOURSELF to 912 exciting awards worth 
$9700 in new “‘Cosmo-Quiz”’ contest based on 
Cosmopolitan’s Sept., Oct., and Nov. issues. 


WANT TO 


: 


i 


YOU'RE ELIGIBLE, if you work for a national 
advertiser or an advertising agency—your wife 
and children are invited to participate, too. 
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FIRST GRAND PRIZE 


Winner will receive a new 1951 Cadillac Convertible (illustration above shows 1950 model) on or about 


January 15, 1951, or as soon thereafter as manufacturer can make delivery under existing conditions. 


JUST ANSWER THESE 
15 QUESTIONS FROM 
NOV. COSMOPOLITAN! 


Page numbers in italics tell you where in Cosmopolitan you’ ll : 
find the beginning of the feature on which the question is based. 


9. Pg. 46. Lovett met Lester Flynn 
in the Cocoanut Grove on the night of: 
a. Oct. 16, 1949 
b. June 3, 1920 


10. Pg. 56. ‘““Toughie” Brasuhn’s life 
would be a great movie, according to: 
a. Samuel Goldwyn 
b. Faye Emerson 


11. Pg. 34. When the FBI cornered 
Richard Crowe, they made him: 
a. show his identifi- 
cation 
b. count the money 
12. Pg. 58. Chopper Curran wasn't 
going to try for Phi Beta Kappa because: 


a. he didn’t under- 
stand Greek 


c. Dec. 7, 1941 
d. Nov. 28, 1942 


c. Lovella Parsons 
d. Walter Winchell 


c. tell how he made 
his getaway 
d. locate his car 


c. he disliked frats 
d. he thought it cost 


1. Pg. 54. According to Caroline Bird, 
a cocktail party guest should: 
a. help mix the drinks c. stay for dinner 
b. greet the hostess = d. bring a gift 


2. Pg. 157. Western Union was 
founded in; 
o. 1851 c. 1812 
b. 1871 d. 1908 


3. Pg. 60. A Frenchwoman wanted 
to meet her man so desperately, she: 
a. chased himto China c¢. wore a Bikini suit 
b. lost thirty pounds _ d._ took flying lessons 

4. Pg. 64. One of the Commodore 
Music Shop’s arresting customers was: 


a. a famous conductor c. Harry S. Truman 
b. a mortician d. a taxi-driver 


BOT te Tk a eee 
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5. Pg. 48. Gloria’s date with Johnny 
was at: 
a. 9:30 c. 8:45 
b. 6:00 d. Midnight 


6. Pg. 70. Boxer Jake LaMotta, who 
never got beyond the ninth grade, reads: 
a. comic books c. the Koran 
b. Sigmund Freud d. Browning's poetry 


7. Pg. 50. The much publicized Lana 
Turner-Bob Topping honeymoon lasted: 
a. nineteen months c. two weeks 
b. five days d. six months 


8. Pg. 68. The best colors for a man 
to wear are governed by: 
c. his skin tone 
d. style trends 


a. his hair and eyes 
b. his own likes 


b. he hated vests too much 

13. Pg. 62. Horace Reisenbusch could 
not stand the idea of being called: 
a. The Stock Market c. Horace 


Barber d. The Man Who 
b. The Bearded Decided Against His 
Butcher Own Advice 


14. Pg. 38. In the exciting new Chil- 
ean Canasta, the joker counts: 
a. thirty points ¢. one hundred points 
b. fifty points d. five points 

15. Pg. 40. Mac decided that he loved 
Katie when he discovered she was: 
a. a rich debutante c. a first-rate cowhand 
b. a competent pilot d. a bridge expert 
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have its operation.” This, plus the fact| kin got the $250,000 from him at |< a silent partner in his company | plicants to demonstrate a familiar- It took nearly three years to 
ons that SLA was suspicious of the| pistol-point after several threats is one of New York’s biggest| ity with state ABC laws, or to be| produce the study; at the end, 
money backing Canadian Ace, re-| to kill him. Rutkin contended the| gamblers. In Miami, a telephone| able to read or write. none of the original commissioners 
sulted in a denial of the franchise. | $250,000 was a tax-paid capital! call from a distributor with un- who began work on it were still 
» the Canadian Ace is still not sold in| gain on the sale of Browne Vint-| savory connections was enough to|# Thus, when Sen. Kefauver| connected with the commissions. 
ered New York. ners Ltd., a Canadian distillery| bring the top administrative of-| blurted forthrightly to the Chicago 
» Op- SLA takes a fairly harsh view} which he, Mr. Reinfeld and others | ficer of a distilling company over| Executives Club that in Kansas| # The industry would like to see 
utors of the situation. “In the 16 or 17| owned jointly. Mr. Reinfeld denied | to see the racketeer in his hotel,| City “two of the leading brands of | the commissioners removed from 
nsom years since repeal,” an official| that Rutkin had an interest in the| reversing usual protocol. liquor, so far as the wholesale) politics (at present they are in- 
n0ng § iold AA, “every bootlegger and/| distillery, which was organized business was concerned, were in/clined to change with the ad- 
$15,- racketeer has tried to get into the| after prohibition with an initial | m= How about state enforcement? the hands of Sicilians who could| ministration); better paid (sal- 
been industry. We check sources of fi-| capital of $250,000, recapitalized Well, many states have a requi-| hardly read or write English who| aries range from a top of about 
Past § nancing with utmost care—it isn’t | at $2, 200,000, and sold in 1940 to| site for licensing (of retailers,| had long criminal records,” he/| $15,000 down to $3,600 in some 
_The enough that the applicant ‘bor-| Distillers Seagrams Ltd. for $7,-| primarily) which bars applicants| hardly need to have been sur-| states, where it is a part-time job); 
rense § rowed the money’; we want to! 500,000. who have been convicted of a| prised. and administering uniform laws. 
Cipal know where he borrowed it, and Among the participants, Mr.| felony, although there is frequent- Only four states require that| (LBI’s study of licensing provi- 
dea whose money it is. This is a con-| Reinfeld said, were Abner Zwill-|ly a qualification—e.g., no con-|the applicant not use alcohol to| sions—it was a cooperative job, 
the tinuing process. It never stops.” | ma and Joseph Stacher, character-| viction within five years of the| excess; only 25 states require that| with brewers and vintners carry- 
ized by trial reporters as “two| date of application. To be exact,|the applicant be a resident; only| ing a large portion of the cost—is 
Clutt s The connections of the prohi-| notorious prohibition thugs,” who) 29 states have laws disqualifying | 11 rule out licensing, law enforce-| aimed in this direction, and a 
and § pition gangs are still felt in the| cbtained $358,000 as their part of | applicants who have committed a| ment or ABC officials. fortnight ago, A. P. Bondurant, 
at- § industry. Last week a federal|the Browne Vintners transaction. felony, while 30 provide the ap- LBI has made an effort to get| vice-president of Glenmore, ad- 
York court jury in Newark found James plicant must not have violated| uniform retailer licensing laws,| vocated adoption of ATU adver- 
dian Rutkin, onetime bootlegger, guilty| = But while the law of chance| state or federal alcoholic beverage | and has set up 13 criteria, to judge | tising rules by all states.) 
uted of income tax evasion of $250,000| turns up an occasional Fusco or| control laws (during a specified | an adequate act. No state current- The distillers are inclined to 
4Ouis he had allegedly extorted in 1943| Haim, there is a constant sinister| minimum period), and 12 require|ly has 13; Kansas has seven,| feel that they take a public rela- 
SLA from Joseph H. Reinfeld, one of | consciousness of people in the in-| that the applicant not be a party | Nevada has only one. In working] tions rap for a situation which is 
tract, his prohibition associates who now| dustry who its better citizens to interlocking liquor industry in-|on the study, LBI discovered| not of their making, and which is 
inson § is a liquor wholesaler. wish were out of it. One major | terests. something else: the terrific turn-| beyond their control. Even if the 
bout Mr. Reinfeld testified that Rut-! distributor admits privately that At present, no state requires ap-| over in commissioners. threat of anti-trust action were 


removed, there still remains the 
problem of ruffling local officials, 
and the liquor industry is inclined 
to regard meddling with local 
authorities as dangerous. 


—————— 


a — . - os | 


) “<4 
a The dark doings of the pro- 


: hibition era still cast their shadows 


: in the liquor industry. In liquor 
circles, it has never been a dis- 
grace to have been a bootlegger. 
On the other hand, thoughtful 
leaders in the industry have wel- 
comed the addition of new liquor 
men trained in other fields of bus- 
iness, and they fervently hope this 

trend will increase. 

A recent LBI ad showed 27 top 
sini natithca liquor executives and sketched in 
their background, with particular 
attention to showing that many of 
them brought to the liquor busi- 
ness “experience and_ abilities 
which earned recognition and 
respect in other endeavors.” 
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At Cetin ere a a ee are a « 2 ee amet 


WANT TO WIN 
Two-Week Bermuda 
Vacation for Two? 


ee ee a res arse 


MONTHLY PRIZES 


For each of 3 months— 
September, October and November 


WANT TO WIN 
New Zenith Television- 
Radio-Phono Combination 


s The violent days of the Volstead 
act are becoming more distant. 
Admiral F. E. M. Whiting, LBI’s 
chief, believes that in “another ten 
years” the ex-bootleggers will 
have pretty much retired from the 
liquor business. Time and the 
trend of the industry (bringing in 
top sales and marketing men from 
companies outside the liquor field) 
are running in the direction of 
more competent executives, with 
far less gaudy memories. 


Ist MONTHLY AWARD 


A 14-kt. solid gold Ronson lighter ($240.00 
value) or a Martin ‘‘60” outboard motor. 


www 
2nd MONTHLY AWARD 


A 34-piece set of sterling silverware (Gor- 
ham, Oneida or Wallace). 


x“ we 
3rd MONTHLY AWARD 


Zenith Universal portable radio. 
kk & 
PLUS 300 ADDITIONAL PRIZES 


for runners-up each month. 


“THIRD GRAND PRIZE 


Breakfront cabinet, with doors, in Chip- 
pendale period, finished in swirl mahogany. 
Huge 238 square inch television screen, 
Armstrong FM and standard broadcast 
radio, 3-way automatic record changer. 


SECOND GRAND PRIZE 


Includes de luxe accommodations, New 
York to Hamilton and return, on Furness 
Line’s Queen of Bermuda; 9 days, with 
meals, at luxurious Princess Hotel; pri- 
vate car and driver for sightseeing. 


- Frere Are The Contest Rules/ 
~ . 12. It My expressly ntestoed oa capend | to 
; testant that ccor above 
1. Eligibility—anyone employed by a national ag in each monthly contest will be eligible or ne r Ma gazines, Inc. aan 
advertiser*, or by an accredited anes or the Grand Prize awards at conclusion Richerd Manville Research will incur any legal 
agency, is eligible to enter any one or all three third and final monthly quiz. Only their prize- lability to nor be responsible to said contestant 
of this series of monthly contests, including the winning monthly entries will be considered in for any negligence, error, act or omission in 
life husband, wife or children of any person so determining these awards. handling or j adeing contestant’s entry. 
- tos cuglayye. yy — | bene ope | nn oes 7. Incase of ties, monthly and Grand Prize wine LIKE A LETTER FROM HOME 
. of employees of Cosmopolitan, its advertisin: ners will be determined by neatness, originality 
ram § = ee ee Research are "aa interest and epenans of chou, expressed / the oe oe ee ee ee ee 
chu ny advertiser using one or more 25-word statement. In case of ties, again, dupli- 
| the following media: national consumer maga- cate prizes will be awarded to each of the tying To: Cosmopolitan, P.O. Box 80 
zines, network tA gaa - television: news- — entries. Grand Central Station, New York 17, N. Y. 
ered papers, billboards aad/er radio an spotsin =. Entries in each monthly quiz will be judged Here are “‘Cosmo-Quiz’’ answers for Nov.: That’s what Foreign Service means 
7 oe awe oo 9 Guent cae. oimndia by Contest Div., Richard Manville Research, -”" to every V.F.W. member—and that’s 
2. Coupon in this ad constitutes official ““Cosmo- —_ independent contest-judging organization. To 7 ®§ & O O 92 f§ @ O O h 4 ord b 
2 Quiz” entry blank. To enter contest, check on determine Grand Prize winners, the 25-word 288 6 O 10 § @ © O why mail order space buyers are 
Then c poe tren n 25 we ds Mey - She statement aeeneate = Se Ouse > wr = smn .. re cashing in on the dollars they spend 
en complete in 25 words or less the statemen the three monthly contests wil judged by 8 11. D ‘ 
“I enjoyed Cosmopolitan because . Mell three prominent advertising executives, serving I 8 o@ oO O a @ @ O for keyed copy in the V.F.W. 
your filled out P 0 C as volunteer judges. Judges’ decisions will be 4 ®§ &@ oO O 2808 @ magazine. 
sn’t Box 80, Grand Central ‘Station, N. Y. 17. final. If judges cannot agree, final Grand Prize 5. 8 6 O 3. 8 © @ O You don't need to be co medic 
use! 3. Entries for each month’s contest must be winners will be selected by Contest Div., Richard expert to know that good mail order 
° postmarked no later than midnight on the last Manville Research. 6. {Aj 6B} @ 4. | & oO Oo it alae od tos fetal 
day of the month of the issue of Cosmopolitan 9 Aji entries must carry sufficient postage. | 7800 6 8 @ @ O results are produced only y books 
t on which each quiz is based. Monthly prize Entries become property of Cosmopolitan that enjoy intense readership. 
| winners will be notified within 30 days following Magazine; none will be returned. Names of 8. (A) 6B} @& o Complete statement This readership is the magic push 
closing date of each contest. Grand Prize win- contestants, other than the three top winners below in 25 words or less: inh ol sand Vactten Cant 4 
ners will be notified within 45 days after closing in each monthly contest, will not be used in at wi som oreign Service read- 
yuld date of final monthly contest, Nov. 30, 1950. advertising without express consent in writing. | enjoyed Cosmopolitan becouse ——___ ers to their nearest dealers in 
4. Individual contestants will be limited to one 10. This contest is subject to all Federal and , (Print, please) search of your product—if you od- 
entry in each monthly contest. Allentries must —_jocai regulations. vertise in the V.F.W. magazine 
be the original work of the contestants. ; 43. After Geand Brice wt have been an- ” 
- ene prizes ny 4 yom the basis = nounced, a list of all menthiy wianave will be e 
f Of Correct answers ° mailed to entrants sending in fifteen cents in 
ie 6. Grand Prizes—winners of Ist, 2nd and 3rd stamps to cover postage. | WRITE — FOR FREE — 
7 i Toreiqn Sewice 
S| WK HERE’S YOUR OFFICIAL ENTRY BLANK 
ae | THE V.F.W. MAGAZINE 
Cross out on coupon at right one Note to those competing as a spouse Name. - 
, letter —{Wj, (8), (©) or (}—correspond- or child (rule #1 above): enter your t Peet. sane Dan B. Jesse, a. & Associates, Inc. 
ved | —@ ing to the one correct answer to own name on line under “Firm” ' Advertising Directors 
“< each question. Be sure also to com- and use the coupon identification City ( ) State. 10 East 43rd St., New York 17, N. Y. 
and VS plete the 25-word statement. This spaces for name, address, etc. of am on“ 
entry must be in the mail on or be- person whose business connection ! 
fore midnight November 30. establishes your eligibility. 
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FRED S. CANNAN 


PHILADELPHIA, Oct. 25—Fred S. 
Cannan, assistant advertising man- . ; 
ager of motor products for Sun Oil| He was a native of Philadelphia, 
Co., died yesterday in German- attended the University of Penn- 
town Hospital after several weeks’ | SY!vania, and was a member of the 
illness. He was 50. Assn. of National Advertisers, 

Mr. Cannan joined Sun Oil in| American Petroleum Institute and 


1919 and entered the advertising | P00r Richard Club. 


partment was moved to Chicago. 
He served as president of the 
Engineering Advertisers Assn. of 
Chicago, now the Chicago Indus- 
trial Advertisers Assn., in 1920, 
and helped to organize the Na- 
tional Industrial Advertisers Assn. 
in 1922, serving as president in 
1924. He conducted a session for 


ganized in 1922. Five years later 
he became assistant advertising 
manager. 


Julius Holl, Link-Belt 
Advertising Manager 
for 40 Years, Dies 


Cuicaco, Oct. 27—Julius S. Holl, 
advertising manager of Link-Belt 
Co. for almost 40 years, died at 
Presbyterian Hospital Oct. 24 


Emmett Corrigan, 
Chairman of Albert 
Frank Agency, Dies 


New York, Oct. 23—Emmem 
Corrigan, 59, chairman of the 
board of Albert Frank-Guenthe 


department when it was first or- 


MARSHALL 


SION MICHIGAN Ave 
COMPLETE LINE OF ARTISTS AAMATE RIALS 


CEME 


CHICAGO HL CreTR 


ENGLEWOOD, 
shall McConnell, 41, head of the 
advertising production and serv- 
ice department of the New York 
World-Telegram & Sun, died Oct. 
20 at Englewood Hospital. He had 
served with the newspaper and its 
predecessors since 1927. 


following a prolonged illness. 
McCONNELL The funeral took 
N. J., Oct. 24—Mar-! place today from 


the First Presby- 
terian Church. ; 
Pallbearers in- a 
cluded many of 
the leading in- 
dustrial advertis- 
ers of this area. 
The career of 


#. 


Julius Holl cov- 


TOYS 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


a toys. Di 


is a $300 MILLION Business! 


ered most of the 
modern develop- 
ments in indus- 


Julius Holl 


the 


gularly read 


40 million youngsters d 


trial advertising and marketing. 
He joined the advertising depart- 
ment of Link-Belt in Philadelphia 
in 1909, and became advertising 
manager in 1911 when the de- 


BELL BUILDING 
CHICAGO 1, ILL 


the NIAA in London in 1924 in 
connection with the convention 
there of the Associated Advertising 
Clubs of the World, now the AFA. 

Mr. Holl was born in 1886, and 


| would have retired from the Link- 


Belt Co. within a few months. He 
had been on a leave of absence 
from the company for several 
months due to ill health. His last 


|public appearance was at the 


NIAA convention in Los Angeles 
in June of this year. 


HENRIETTA I. WILLIAMS 

READING, Pa., Oct. 23—Henrietta 
I. Williams, 36, promotion manager 
of Glamour, died Oct. 18 at her 
home in suburban Pennside, after 
a short illness. 


MERCHANDISING IMPACT 
built on the Facts from Forbes 


LURE FOR ANGLERS. Sportsmen respond 
quickly to this handsome window piece for 
Enterprise Mfg. Co., makers of Pflueger 
tackle — shown here with corresponding 
counter pieces. Action-packed illustration 
by artist Lynn Bogue Hunt. Created and 
produced by Forbes. 


aie ee wate 


va) 
Sunshine ves 
R LEA 


LURE FOR STROLLERS. Eye-catching wrap- 
pers are a keynote in the sales success of 
Sunshine Biscuits, Inc. Those for Clover 
Leaves and Zwieback, shown here, flag 
down shoppers, turn them into Sunshine 
customers. Produced by Forbes. Sunshine’s 
advertising agency is Cunningham & 
Walsh Inc. 


LURE FOR ONLOOKERS. Popular demand 
keeps these Nestle’s Hot Chocolate displays 
on fountains, counters, windows, back bars 
and walls throughout the country. Sensa- 
tionally effective because of interchange- 
ability, these portable items are shown 
individually or in a group. Created and 
produced by Forbes. Nestle’s advertising 
agency is Cecil & Presbrey Inc. 


FORBES FACTS give you merchandising im- 
pact that sells goods. Based on experience, 
these facts are derived from continuing 
studies and unique facilities in lithography, 
letterpress, web gravure and die stamping 
under one-roof management control. Let 
the Man from Forbes tell you more. 
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Sure ’nuf! When wrappers are 
impact-packed by the Facts from Forbes, 
you can count on merchandise moving 
quickly — and steadily. Results are 
immediate, our clients say. 


FORBES LITHOGRAPH CO. 


NEW TORK + creverano + BOSTON ~ cHIcaco: 


WRAPPERS WERE LOADED/ 
Ce with Sales..that 1s. » 


ROCHESTER 


Deters Merchanidsing limpacr- 


Law, died suddenly Oct. 21 at thm 
home of a business associate 
Southampton, 
I. He had beem 
associated wifi 
the agency ang 
its predecessouaa 
companies singaas 
1915 and hag 
been chairmag 
of the boar 
since 1942. 
5 Born in Sam 

anac, N. Y., Mg 
Corrigan wag 
graduated from 
the Plattsburg 
State Normal 
School and subsequently becamé 
a teacher. In 1912 and ’13 he wag 
principal of the Union School af 
Altona, N. Y. Two years later hé 
joined the Guenther Law agency 
here as an account executive. Durg 
ing succeeding years he becamé 
a specialist in advertising for 
banks, investment houses and in 
surance companies. 

In 1932, at the time of thé 
merger of the Albert Frank ang 
Guenther Law agencies, Mr. Comma” 
rigan was a vice-president of thal 
latter and became a vice-presideng 
and director of the new company 
Ten years later he was electem 
chairman of the board, and wag 
active in the business up to th 
day of his death. 


EUGENE F. WILLIAMS 


Cuicaco, Oct. 23—Eugene 
Williams, vice-president and gen 
eral sales manager of Allistat™ 
Insurance Co., died yesterday a 
his home in suburban Winnetka 
after a long illness. He had jug 
completed his tenth year with thé 
company. 


WILLIAM L. AYERS 


NEw York, Oct. 26—William @ 
Ayers, 52, for the past year pubs 
lic relations director of the Interaaail 
national Bank for Reconstruction 
and Development, and a forme 
vice-president and editorial direc 
tor of the Davidson Publishing Cowmm 
died here yesterday of a heart ata 
tack. 

A former financial editor of thé 
Chicago Daily Journal, he late 
held the same position on the Chis 
cago Journal of Commerce. 

In 1926, he formed the Chicagé 
public relations organization of 
Beard & Ayers, afterward Ayetl 
& Associates. Later returning 
the Journal of Commerce, he wal 
its financial editor for ten yea 

In 1945 Mr. Ayers became 
vice-president of Davidson Pub 
lishing Co., Ridgewood, N. @ 
Later he formed the Newey-Aye 
Organization, and in 1948 joined 
the reconstruction bank. 


Emmett Corrigan 


‘Dallas News’ Names Five 


Harry D. Guy, national advé 
tising manager of the Dallas Mo 
ing News, has been appointed # 
the newly created position of ad 
vertising director. Leland H. Rem 
fro succeeds him as national a@ 
vertising manager. Don C. Andem™ 
son has been named retail ad 
vertising manager, succeeding 
David W. Smith, who has bee 
named acting research directom 
Smith Reed has been promoted t@ 
assistant retail advertising manag 
er. 


‘American Home’ Names Smith 


Charles H. Smith has beel 
named to succeed Walter E. Am 
derton as manager of the Bostom 
office of American Home Mag@ 
zine. Mr. Anderton retired aftel 
spending 22 years in the post. Mm 
Smith has been in the Boston of 
fice since 1949. Previously he rep 
resented House Beautiful in Ne 
England. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


te) 0 1¥r. at $3 ( 52 issues) ( Payment enclosed 
G C) 2 Yrs. at $5 (104 issues) C) Bill me 
a C) 3 Yrs. at $6 (156 issues) CO Bill my firm . 


NaME. 


Firm 


But send my weekly copies to 
Home Apopress. 
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Advertising Age, October 30, 1950 


Dealers Optimistic 
Despite Credit Curbs 


(Continued from Page 1) 
from store to store and from city 
to city. Covered by the ADverRTIs- 
mo Ace reporters were all types 
and sizes of appliance stores and 
departments, including department 
stores, furniture stores, downtown, 
neighborhood and suburban out- 
lets. 
In San Francisco, Ellis Walker 
reported that “out of ten dealers 
Myisited, only one cried on my 
shoulder about serious reductions 
in trade.” The others reported only 
“slow-ups” or “no effect” and 
seemed confident about the future. 

The dealer who said he was hurt 
said, “No one even comes through 
this department any more. The re- 
ent price raises on appliances 
were a big enough deterrent to in- 
flation without any credit restric- 
jons.” 

Another dealer admitted his 
M@usiness last week was off about 
10%, but said he didn’t think it 
as due to the controls. “We ex- 
pected a drop-off to follow the 
mad rush of the past few weeks,” 
e said. Four dealers, incidentally, 
said they were requiring 25% 
fown payments before the new 
controls went into effect. 

“As for TV sales,” Walker re- 
ported, ‘neither the credit restric- 
tions nor the color discussions ap- 
pear to be stemming the rush to 
buy sets here. Dealers reported a 
backlog of orders which will take 
weeks to fill. ‘If it’s a matter of 
Sa family buying either a TV set or 
a new refrigerator, stove or wash- 
ler, you know what it’ll be,’ one 
dealer said.” 


@ In Seattle, Elliot Marple said 
his checks seem to indicate that 
large department stores and other 
onservative appliance outlets are 
pleased, rather than displeased 
ith the credit regulations. Many 
eel that the regulations—which 
are not too different from their 
ormal credit policies—will bring 
back some of the business they 
ave been losing to easy-credit 
ouses. 

Another dealer advanced the 
mpuggestion that tightened terms on 
mmutos might indirectly help the 
appliance business, especially TV, 
mapecause “people who can’t blow 
heir dough on a new car may take 
0 TV instead and stay home and 
pnjoy life.” 

One dealer, however, said that 
hile the credit restrictions were 
ot hurting appliance sales, they 
were likely to hurt TV sales, where 
he down payment often gets up 
pround $100. On the color contro- 
ersy, all dealers agreed that it 
as easy enough to overcome the 
problem when people came into 
shop; the problem revolves 
pround those who put off shopping 
or a set. 


One dealer believes the new 
meredit restrictions will hit the ap- 
Pliance business generally, and 
we will have a definite recession 
the next two-three months. 
miter that, lack of steel will cut 
butput enough so that we'll be able 
© sell the stuff about as fast as 
e€ can get it.” 
Another said: 
“How can you tell in this bus- 
mess what causes a short-term 
Mange? We ran an ad on chrome 
Titure last week and sold $4,000 
me first day. The same promotion 
mree weeks earlier (before Regu- 
ation W was tightened) drew only 
#1800 in sales—and both days 
ere good weather for shopping.” 


In Los Angeles, Phil Seitz re- 
orts, it is difficult to. draw any 
MMclusion. Generally, dealers re- 
ort sales on appliances have been 


fic has dropped off, but one or two 
report that business was better 
last week than during the first 
two weeks in October, and another 
said that “business was lousy the 
first three weeks, but picked up 
this week.” 

One dealer reported the first 
three weeks of October as uni- 
formly bad, with sales down “ter- 
rifically,” but admitted that com- 
pared with last year they haven’t 
been too bad. Most dealers report 
TV sets still their hottest item, but 
express concern over the 10% ex- 
cise tax going into effect Nov. 1. 


s In Chicago, Jack Graham found 
that, of nine retail appliance stores 
queried, only three showed an ap- 
preciable drop in sales last week, 
and two of these expressed the 
(Continued on Page 44) 
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What Brand is he Pushing? 


You can get a reliable check on retail dealer activities 


in the United States by using 
an ACB service. Brand prefer- 
ences are reflected in newspaper 
advertisements, and ACB can 
furnish you all the details. 


This and other important in- 
formation is revealed in detail 
by ACB’s Research Reports as 
it appears anywhere in daily 
newspaper advertising. 


fi 79 Madison Ave. * 
@ 538 S. Clark St. * 
161 Jefferson Ave. ° 
16 First Street ¢ 


_ Phone: Sutter 1-8911 
@ You’d like to know what 
brands the dealers are pushing 
—but you can’t visit all the 


stores to find out. 


You can get a reliable check on 
retail dealer activities anywhere 


ACB SERVICE OFFICES 

Phone: Murray Hill 5-7302 « 
Phone: Wabash 2-6130 °* 

Phone: 37-0595 ° 


ACB Dealer Tie-In reports have 
been used by leading merchan- 
disers for many years. They are 
made to your own specifications 
as to information or areas cov- 
ered. 


Send Today .. . 


for a 24-page Catalog describing and il- 
lustratin; e 12 helpful services which 
ACB will furnish to merchandisers. Gives 
details of cost, coverage, list of users, etc. 


New York (16) 
Chicago (5) 
Memphis (3) 

* San Francisco (5) 


PWN since Sept.18, and store traf- 


5. 


Chalk up another sale far Trade Mank Service 


Reach for your telephone directory and 
look through the ‘yellow pages’ in the 
Classified section. There you'll see the trade- 
marks and brand names of many well-known 
manufacturers. And below them, you’ll see 
the names and locations of local 
dealers who sell these products. 
That's Trade Mark Service. 


All the way from Seattle to Miami 
-+- every day... dealers chalk up 


ized dealers. 


sale after sale of branded merchandise... 
because of Trade Mark Service. 


Trade Mark Service provides you with a 
powerful sales tool... it helps you cash in « 
on the fact that 9 out of 10 shoppers use 
_ the ‘yellow pages’ of the telephone 
directory for buying information. 

This dealer identification plan 
means more sales for your author- 


a 
ft 4 
fs : 
ee , 
; 
| 3 Be Pater Seen ee Bs with r 
“4 me Se. Be ee Hate Ree SS aes ‘ 
& Poe lee : Sonnnennneanconat Te oaks bcc “ 
Pa 1. | 
; ae ae & eo en a ' ‘ 
‘ a oc 5 
Rs. a ie nic oe Se : : 
4 2 oy : ‘ be a tte : i , . 
& 3 be 2 4 2 + 
3 j A 4 Be : 8 of ~ Oe ¥ : a 
5 a ae a es: : . 
ae} aS = si 
RIT i. —— ro 
A. 3 energie sea ~*~, ss ; cnuttienibtinetee: ae 
3 ae > 
Be i® , @ ies a 4 
ee Baa Se 
eS - a 4 , . 
; ! £ 
>| # 
! 4 
es ae = 
Oa ACB] THE ADVERTISING CHECKING BUREAU, INC. Ie - 
oss eee neers 4 
~ ; 
: Zi" ; 
' OS re * ’ e 
<= bk , — ms es) 4 - f ' : 
. Sere , ~ , ew hi ae és _ 
if i ae - 7 SS fa " Se 
f J eS “4 ‘ Tae / he tee = 
——— a. 6 / eee 
if = m ¥ 5 * % ts : . if % I. — oi x 
bs Sap a 4 ~~ ; ii ¥ i% : % = ee 
S ews — ; ei i tx - : : ~~ ~ = Rac. ea a Pienaae es 
ae To a oy — ‘i i ee Feat 
Gia Pade - +} g ei j ; i * 
i J Pe : _— : eee 
ca _? . i a ine 
i | il Godly sae . Pa sy a Oe, 4 ; tee aa f 
= Seo 4 Sieh wires Ale eas 
. ‘ary ee , a vo Sieg OR Ree © wf 
* at - —— ar : f , a pen) er eae cael: é ; Seared S 
ce “tial : . aa Ee ; Sree 
Rs w snes . “ ‘ @ “y Gis oa ater a Coe ae 
oe _ gP Pe Aig ee ‘ as weg at ee 
as i oc DD ee beak 
: i et. ee el el ae ine 
a . ee a od eee te 
ee ise 7 SoD ie (a ae | ammelF re e sue Meee 
5 Ps. hoe oe a hc Aue ial ee kee er Mog ane 
4 oe . dl a a 
: Nh ak 22S a ae a ey ene... A . “Seria 
Peek wee + ee a ES ra . eC eee 
te cme a ek 7 ‘ i Mw ~— | - pw 
fhe pare z a q ee a; ae GS ee nai - Tg 
3 ER OTD ye eee ee a ee Serhan oe ES aon 
ee Se Ce ee ae 
Nc 2 ei ra . . ; piste ey Ce eee y 
Oe ee aes iat OAr, ee, ee ee ‘ : i Seen seen pram et a 
rece ce he pepe a a : - Be sae eee be eee el aL hs 
Ds 6 ince . as oo ‘tal Bs ee eae : 
. & oe 
_ 
; i. aa ee ee oe nee ee eae ee ee ee ee ee ee i 6 FP, | 
eo ee ye ee Mn ee MRM Ne Ree aed Baaingox «<r 
re ey ate ee See eee ro eee ey ae ae ee ei os (nes aa oo eee et Metin rae s 
Cae APR ee gest eae ® ev ieee ae eae te oy eel eas he ar 3 
ie Se cee ae ee ey ne ee. ee are Cae gl 2° Ogee ee Mo Suen Sa Se ERE os es .. 
rsa eae 2 peg eee oe ts a Ree ee 5 os = eae “eNpena 4 War ae a nape es fat ae ae te —— . i ay, —e , 
Be ih a ie ee cael Ss eae sue oR ese... . SON tae ee tig RR RE ce 
EER TS nae See tee ee fae, ee Meee ee eee Mee ea eh ite Gt oh a at oe 
. ase ae Se var pe age oe feet oh ee ae ae ee oe = \ ncdien 4 oe Bigs: Pe oo * : 
ee oy Aten Bet arr at ae 5a alii, Ss le : 
: é Seige ae : Enis Be ae ry 2, Loge - : Pros Sie a ce LS, ae meme . i j ii 
= ; ; : : “ou oe 
ee , 
Mal bee is 
eae 4 
+m % 
4 ey F 
; ; is 
a id a 
s | t to ee i 
De | : be a) - 
Se a i 
2. a : ; 
e di 4 
re ‘ b Cay ’ E 
- : ; i 
met For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. ul i XU 
a (ees 
eamice... : ’ « RP ae § 
a = iene ae sal wee 
ead. ven ey ik : 4 =i ri oteg eo E J Z - F ee . F : i gis > hei Mn eee eee 
a : ie is caaid ae | jaa ard ae ee ee Se ees ee ee - as ioe oe neyo Spee LT RR Le ae oe, Aa tay ae ae ile ‘ez io Sig Dee  pikaal | cote a uae ce tae 
OUEST eagle re ee ce a a eae TU ERM ER Mig a ewe tetat eruengce eae, Lk ae tks Nw pl eC co eee Tee, ee Ne ae eR es a RAE ok 9 ol ia ee A a agen i itl si a wm eg Mer ame a SN ee er ae ue ; 
CeCe ts eileen meee ern ee eee a, Pee ee SS aes oes 


44 


Survey of Appliance Dealers... 


(Continued from Page 43) 


opinion that people would adjust 
to the 25%-down rule gradually 
“as they do to all other regula- 
tions.” 

A spokesman for Sears, Roebuck 
& Co.’s eight retail stores in the 
Chicago area said that a compari* 
son between the first four days’ 
sales last week and the first four 
days of the week before the new 
regulation went into effect showed 
big ticket appliance sales off 25%. 

Another Sears representative 
said that a meeting had been held 
for appliance department heads in 
the credit manager’s office, and 
they were told that the Federal 
Reserve Board was going to use 
Sears’ sales as a barometer for 
deciding whether to lower, raise 
or keep the present restrictions on 
credit buying. 


2 All outlets contacted agreed 
that the impending 10% excise 
tax had stimulated TV set sales, 
although two stores said it had 
given sales a shot in the arm only 
at the time it was announced 
(August), and that sales had re- 
verted to normal after this spurt. 
Dealers, with one exception, 
thought the tax would cut into 
sales after Nov. 1. The one excep- 
tion felt that another $20-$30 
would mean little to anyone will- 
ing to spend $200-$300 for a TV 
set. 

Most dealers were not particu- 
larly disturbed by the effect that 
the FCC color decision has had, or 
will have, on set sales. But those 
who did feel it would affect sales 
were very vocal in their objections. 
One large dealer (who, incidental- 
ly, said that he had had his big- 
gest day in TV set sales Monday, 
which he attributed to the im- 
pending excise tax) said he 
thought the combination of “a 
stupid color decision, new credit 
curbs, and excise taxes will crucify 
the television industry—and once 
it slows down, it never will be able 
to save itself.” 


= In New York, members of AA’s 
staff found that as many dealers 
were worried about shortage of 
supply as were worried about the 
new credit buying restrictions. 
Two chain stores, however, re- 
ported sales off from the first two 
weeks of the month, although sales 
for the month were greater than 
October of last year. 

The color controversy seemed 
to have little effect on TV sales, 
with two dealers expressing the 
feeling that “when a customer 
comes into the store to buy a TV 
set, his mind is made up, color or 
no, and he’s going to buy.” One 
dealer, however, reported that set 
sales were off; and he attributed 
it entirely to the color fuss. 


s A dealer in South Orange, N. J., 
said that credit regulations were 
no problem (he already was get- 
ting one-third down). However, he 
said, refrigerators and home freez- 
ers are over-sold in his area, but 
he can’t get enough washers, iron- 
ers, dryers, sun lamps and toasters. 

Still another dealer said: “We 
don’t have any trouble with credit 
regulations, Our customers just cut 
into their mattresses and take out 
the cash.” 
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He added that white goods sales 
had been dead since May, and the 
color confusion had caused TV set 
sales to drop also, RCA was push- 
ing him to tie in TV sets with a 
$12.95 record player, he said, but 
he refused. As a result, he has 
several dozen record players 
gathering dust in his stock room. 


s In Washington, Stan Cohen re- 
ported appliance dealers disagree 
on the impact of the credit restric- 
tions, but virtually all TV dealers 
are crying about the color decision. 

One big chain store said there 
had been a big cut in sales and 
that the restrictions are too tough, 
while another chain and a large 
independent dealer reported no 
drop in sales and said they ap- 
proved of the restrictions, which 
paralleled the stores’ own policies. 

Most TV dealers expressed the 
hope that the industry would get 
together and conduct a joint ad- 


vertising campaign to convince 
people that b&w TV is a sound in- 
vestment. The dealers themselves 
seem convinced that it is, and say 
they are scornful of people who 
think they ought to wait for color. 
Several appliance stores in the 
Washington area reported sales 
were off, one as much as 75%, 
but one dealer added that “he 
wasn’t so sure it was due to con- 
trols, because all business ap- 
peared to be off this month.” 


# In Boston, Bill Tortolano found 
that all small appliance dealers 
he talked to thought the new credit 
restrictions were “the best thing 
that could have happened to bus- 
iness.” 

All dealers except one reported 
no let-up in sales since the 25%- 
down went into effect. The one 
said sales were off 2%-3%, but 
that increases in unit price per 
sale more than compensated for 
this. 


inquiries from customers, dealers 
reported, and there is some con- 
fusion resulting from the FCC an- 
nouncement. However, 
added, once the color situation has 
been explained to a prospective 
customer, there is little difficulty 
in selling him a b&w set. 
Television set sales in Boston 
haven’t been affected materially 
either by restrictions or the im- 
pending excise tax, dealers said, 
but most of them thought sales of 
higher priced sets would slow up 
after Nov. 1. Some of them pre- 
dicted that manufacturers would 
make price adjustments on these 
expensive sets at that time. 


s In St. Louis, Frances Rowland 
found that half the dealers sur- 
veyed complained of a decrease in 
sales. Most of those reporting a 
decrease said that customers had 
stopped coming into stores as soon 
as the new credit curbs went on. 
As for television set sales, seven 
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Color TV has prompted more 


of the 12 dealers queried said that 


the color “threat” was cutting t ment 
sales, while the remainder sajgg it. W 
that sales were being maintaingg mont! 
dealers| at a normal level, but only beg  ¥ 
cause people were trying to “beg WeTe 
the excise tax.” mont! 
Most dealers conceded that buys.§ have? 
iness this year was better than lagg _S€Y 
year, but wouldn’t give any peng off f 
centage differences. As to the fyg much 
ture, they were about equalyg locate 
divided between optimism and yp. subur! 
certainty, but none were pessimis. fected 
tic. As one dealer put it: In g 
“The American people alwayg %&? 5 
want what they can’t have. If they more 
want an appliance—and it’s avai. § 4 °5¢ 
able—they’ll merely save a fag i8 °% 
weeks longer for the down pa.— ments 
ment to buy it.” 

a Tel 
s In Dallas, Julian Stag reportey— slowec 
that “effects of credit regulation§ plianc 
on appliance sales range from dig.@ report: 
turbing to devastating to no effeg™ been a 
at all.” One appliance store—in,™ which 
working-class, low-income neigh selling 
borhood—commented on _ insta.™ know 
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@ RECIPE for the largest newspaper circulation 
in America! Take seven hundred tons, more or less 
of prime newsprint. Cover with fresh news, hours-old 
pictures, Grade-A features. Fold and trim to about 
half-pound portions. Serve while hot, with seconds, 
to 25,000 newsdealers between 7:30 pm and 7:30 am. 


Sunday, start with 1,800 tons of newsprint...serve 
larger portions, garnished with gravure and color comics, 
to 100,000 dealers all over this town-tufted continent. 


@ Traffic with 6,000 tons of tabloid papers per week 
makes News Delivery the Never-A-Dull Moment 
Department. Take a typical day, any week: 

7:30 pm EDT: Ahoooahoooah . . . bellows the siren 
in the pressroom, and the presses roll on the first edition, 
in both the Manhattan and Brooklyn plants. 

A minute later, the overhead piano wire conveyors 
carry a running ribbon of lapped papers down to 
Delivery ... to be bundled for transit to dealers. 

At the News Building on East Forty-second St., the 
first trucks to be loaded take off for Manhattan crowd 
centers, Penn and Grand Central Stations, Broadway. 
Some stands will be supplied three and four times in the 
next two hours. One News truck stands on Fiftieth St. 
east of Broadway, and replenishes nearby stands every 
few minutes. 

The next trucks loaded go uptown and to the Bronx. 
From the Brooklyn plant, points of night sale are 
covered in Brooklyn and Queens. 


@ The first edition is known as the City Pink... from 
the color of its outer pages. Pink newsprint was not 
available through the war years, but the Pink is again 


S5SO0000 Stops... every day 


in evidence in metropolitan night life. 

In upper Manhattan, in neighborhoods in Brook 
and Queens, crowds congregate around the stands fog 
the first edition. “Going out to get a News” is a soil 
habit, that combines with walking the dog, getting a 
beer, gathering the groceries. And lonesome folk find 
a means of meeting and talking with neighbors. 

Late workers, movie goers, subway travelers, pick 
the Pink. Housewives, too busy for newspapers in 
morning, like it; and get a preview of fashions and 
merchandise offerings in the retail advertising. 

The sale of the Pink has grown steadily every ye 
The press run now tops 600,000 copies. 


@ The second edition, the one Star Final comes off 
about 10:00 pm, a brief affair of some 50,000 copies # 
go to subscribers, to outgoing mail trains, to LaGuardia 
and Idlewild, and airward to everywhere. 

The third, or Two Star Final, appears about 11:00 


runs over 600,000 copies... much of called 
which are trucked to distributors _.<@a better 
outside the metropolitan area, sales | 
and to suburban dealers. ii 
casual 

reade: 

has p: 

any n 

aM 

from 

long s 

T 

miles 

on Le 

more 

The fourth edition appears about 2:00 am, runs 10 trucks 

900,000 copies . .. is distributed in thousands of bund 

for stands and stores in city neighborhoods. < TI 
And the last, the Four Star, comes off about 4:20, traditi 
runs around 100,000 copies, is used for “recovery” carefu 
distribution. Press run may be greatly increased in thag "rely 
event of a big story, unusual pictures. M: 
memb 

@ On Sunday, the predate for national distribution is know 
printed days ahead, totals around 1,000,000 copies. Tg = “7°U™ 
six regular editions run to more than 3,000,000 copies = SOT“! 
is thei 
extra 1 


@ “Recovery” means that every stand and store is 
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ment sales thusly: “Done stopped 
it. We were selling 85 stoves a 
month; since the regulations come 
on, we've sold two stoves. We 
were selling 20 refrigerators a 
month; since regulations we 
haven’t sold a one.” 

Seven other stores reported sales 
off, from as little as 10% to as 
much as 75%. Two stores—both 
located in wealthier residential 
suburbs—said they were unaf- 
fected by credit curbs. 

In general, those stores that have 
seen sales fall off said that it was 
more a reduction in traffic than 
a ease of people coming in, find- 
ing out the new credit require- 
ments, and then walking out. 


s Television set sales have been 
slowed about the same as other ap- 
pliance sales in Dallas, but stores 
reported that color has not as yet 
been a serious factor. Those stores 
which do a large volume of credit 
selling said their customers didn’t 
know too much about color, so it 


was easy to “make them under- 
stand that color is still far off.” 

Despite the drop in sales, some 
stores reported that they were 
wrestling with shortages, particu- 
larly in washing machines and cer- 
tain lines of TV sets. 

Several stores also reported that 
the public doesn’t understand 
what the new regulations are, and 
thinks they call for one-third 
down (as in the case of automo- 
biles), which has acted as an 
added deterrent to sales. 


ws In Cleveland, Noel Wical found 
that one-half of the dealers con- 
tacted had suffered a drop in ap- 
pliance sales which they attributed 
to the new credit curbs. One store 
said sales were off 85% compared 
with the first two weeks in Octo- 
ber, with a “drastic cut in store 
traffic, home demonstrations and 
phone inquiries.” Other stores re- 
ported sales had slid 50% and 
65% since Oct. 16. 

Two dealers reported little or 


GET-TOGETHER—James Cecil, president 

of Cecil & Presbrey, New York agency, 

pauses for a chat with client D. F. Nor- 

ton, Nestle Co. president, at the Nescafe 

breakfast held at the Food Editors’ Con- 
ference in New York. 


no change in sales, but both had 
been getting a 20% down pay- 
ment before the 25% regulation 
went into effect. Two other deal- 


ers said their sales had dropped 
about 5%-10%. 

All except one dealer queried 
said that sales for the first two 
weeks of October this year were 
better than for the corresponding 
period last year. 

Among those reporting a drop in 
sales, all said that it was reflected 


| by a decrease in store traffic, with 
| very little evidence of customers 


coming in and refusing to buy 
when told about the 25%-down 
requirement. 


e Again in Cleveland the color 
controversy, although giving rise 
to questions on the part of con- 
sumers, has not been a factor as 
far as sales are concerned. Stores 
reported no difficulty in talking 
the prospective set purchaser into 
buying a b&w set—but none of the 
stores were able to determine how 
much of their drop in store traffic 
could be attributed to people who 
had lost interest in buying a TV 
set at present due to the color mix- 


called on at least a second time. If papers are selling 
better than usual, dealers can order more. All “recovery” 
sales are for cash, additional to the regular order. 


“Recovery” makes papers available for the new or 


casual reader. Casual readers in time become regular 
readers. Yet so closely are sales gauged that The News 
has probably the lowest percentage of unsold copies of 


any metropolitan newspaper. 


@ Moving so many newspapers takes 160 trucks, ranging 
from light delivery to the behemoths that make the 


long suburban hauls. 


These trucks cover 175 routes, run more than 50,000 
miles per week. With distributors covering some routes 
on Long Island and New Jersey, News circulators make 
more than 50,000 stops every day. One-fifth of the 


trucks are replaced every year. 


@ The News driver has little in common with the 
traditional cowboy on a newspaper truck. He drives 
carefully, keeps a tight schedule. Most News drivers 


rarely dent a fender. 


Many are dignified grandfathers, property owners, 
members of the News Twenty-five Year Club. They 
know their routes as you know your living room, tool 


News drivers work a five-day week, are the best 
paid in the country on their job; and number around 
soo. A maintenance staff of 50 keeps their trucks rolling. 


@ This huge delivery organization works all night, 
every night, to deliver the largest newspaper circulation 
in America to the people who want it and buy it. 


wanted, and is bought—more than 


2,200,000 copies daily and 4,100,000 Sunday. 


Subscription, dealer contracts, or carrier boys do not 
protect it or maintain it—only public demand, 
every day in the year. 


The News delivers what its readers want in a 


around each night in the dark, drop off bundles on 


corners, in store entrances or prescribed locations. Rain 
is their worst headache, makes slower going, requires 


extra wrapping for bundles, 


155 Montgomery St., San Francisco 


@ The most 


significant feature about 


News circulation is that it is 


newspaper. And a wanted newspaper—reaching seven - 
in ten families, in a market such as New York City— 
delivers so resultfully for advertisers! 


THE@ NEWS, New York's Picture Newspaper 
220 East 42nd St., New York...Tribune Tower, Chicago 
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up. 

One dealer reported a 10% loss 
in TV set sales, which he at- 
tributed to the color fuss, while 
still another said the color de- 
cision had hurt his TV sales “a 
little.” A third dealer said his TV 
sales were off also, but blamed it 
entirely on the credit curbs, not 
the color situation. 


a In Minneapolis, Nathaniel Wood 
reported that “for the most part, 
general appliance sales have been 
off, but television sets, which are 
found in 99% of appliance stores 
—even drug stores and gas sta- 
tions—have proven the backbone 
of all sales, and have kept many 
firms in the black.” 

A few dealers reported excess 
stocks of refrigerators and wash- 
ing machines, and other major ap- 
pliances. Their comment, general- 
ly, was: “Either you can’t get 
enough merchandise, or—as it is 
now—you can’t get enough cus- 
tomers.” 

These same dealers said that 
stocks were low this summer, but 
now they were ample and there 
were no buyers. Only a few re- 
ported resorting to tie-in sales— 
luring customers in for a TV set 
and then selling them another ap- 
pliance. 


a There are more “shoppers” for 
TV sets now, Wood found, with a 
definite buyer’s market appearing 
with the boom in TV production 
and a more extensive selection of 
sets in different price, screen size 
and brand name categories. 

Set sales in the Twin Cities 
area have skyrocketed from some 
30,000 in operation less than a 
year ago to approximately 140,000 
in use today. The advent of net- 
work TV on Oct. 1, plus the tax 
on sets effective Nov. 1, have pro- 
vided a double-headed boost to 
sales. 

Again in Minneapolis the color 
controversy was not a stumbling 
block for TV sales, with one deal- 
er expressing it this way: “The 
theme is to ‘beat that price raise 
—ignore the color situation’.” 


PRICE CUTTING WORRIES 
TV DEALERS MOST: MECK 


Cuicaco, Oct. 26—Television set 
dealers replying to a survey by 
John Meck Industries said price 
cutting and short discount mar- 
gins are their greatest problems. 

Meck said answers from 146 
Chicago, Detroit and Cleveland 
dealers showed the following prob- 
lems mentioned (rating is on a 
point basis): 

Price cutting 

Short discount margins 
Shortage of sets 

Uncertainty about color TV 
Increasing prices 

Rising costs of doing business 
Shortage of repair parts 
Shortage of service personnel 
Excise tax 

Credit controls 


Ray Barnett Joins KGO 

Ray Barnett, formerly with 
KSMO, San Mateo, Cal., has 
joined the sales staff of Station 
KGO, San Francisco. 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


Now Adds New 4-Color Comics 
Plus Exciting Magazine Insert 
For Even Greater Impact On 
Rich 10 Billion Dollar Market 
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Yes, the Courier leads in the Negro field be- 
cause it has never stopped . Never 
stopped bringing new, exciting, significant ad- 


tures, articles have made it America’s outstand- 
ing Negro newspaper! And now, to even better 
—— its grasp on the Negro market, the 
Courier has added 2 great new features to its 
interest-crowded pages. A new 8-page, 4-color 
comic section and exciting new magazine sup- 
plement will not only broaden its of 
reader interest, but will qapture | an even er 
audience for the paper that sells the og | C 
the wealthy 10-billion i, Negro 
the Courier | t's ag 
sell—for you—if you 4. its large tlet of na- 
tional advertisers today! For full details write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Ave., New York 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Advertising Age, October 30, 


HEARING WHOPPERS—Judges of Sunset Line & Twine Co.'s liars contest andg 
ficials of the Petaluma, Cal., fishing line manufacturer listen to some of the iy 
winning entries read by Shirley Kimball. Invitations to anglers to tell their fayam 
fish stories ran in sports and outdoor magazines. Left to right are “Mike” Dwi 
Oakland Tribune; A. W. Agnew, Sunset Line & Twine; Joe Dearing, San Frangy 
Call-Bulietin; “Morie” Morrison, sports writer; Miss Kimball; Barney Bates, 
Magazine; Charles H. Conrad, Golden Gate Angling and Casting Club; and 
Hoag, sales manager of Sunset Line & Twine. 


OUT OF THE PAGE—Robert Anthony, the 
model who poses for Walker's De Luxe 
advertising illustrations, has a look at the 
first full-color magazine ad in Hiram 
Walker's pre-holiday campaign. Fairfax 
M. Cone, chairman of Foote, Cone & 
Belding, the Walker agency, watches the 
reaction. 


HUDDLE—This foursome got together during party at Waldorf-Astoria celebrating 

signing of a 52-week contract between Jules Montenier Inc., Chicago, maker of 

Stopette deodorant, and Columbia Broadcasting System for “What's My Line?”, 

Stopette’s TV show. Left to right are Bill Wright, vice-president and general sales 

manager for Montenier; Mark Goodson, producer of the show; Bill Todman, co- 

producer; and Ken Mason, account executive for Earle Ludgin & Co., which handles 
Montenier account. yan 


DOUBLE HEADER—Thorofare Markets, Pittsburgh, features two brands of toma 
soup at a bargain in outdoor posters in western Pennsylvania. The “souprize” offer 
is also featured in point of sale material in the chain’s 90 stores. Ketchum, Macleod 


a 


Ra] 
CHARITY DRIVE—The scene is Compton Advertising in New York, advertising; William G. Geoghegan, Compton account executive 


where plans for the 1951 Red Cross drive are being formulated un- 
der the direction of Compton, the volunteer coordinating agency. 
Seated (left to right) are Charles W. Jackson, government liaison 
officer with the ad industry; Philip J. Kelly, advertising manager, 
National Distillers Products Corp., coordinator of Red Cross 


and agency supervisor for the Red Cross. Standing are Henry C. 
Wehde Jr., Advertising Council executive; Alfred J. Seaman Jr., 
copy chief at Compton; Edward H. Powers, director of publicity 
for Red Cross; Souren Ermoyan of Compton’s art layout staff; 
and Loren B. Stone, Compton art director. 


SPECIAL PACK—Harwood Hoyt Fawcett (left), Los Angeles Times representative, and 

Kenneth Flood, ad manager of the San Diego Tribune and Union, open tins that 

hold orders for inclusion in the ‘51 Breast-O’-Chicken tuna campaign, as Miss 

California (Joanne Durant) offers suggestions. The $1,000,000 schedule of Westgate- 

Sun Harbor Co. was announced to media representatives at a cocktail parfy given 
by Norman Barnes, president of Barnes Chase Co., the packer’s agency. 


DISCUSS DEFENSE—At a round table seminar at the Pentagon 
in Washington, headquarters of the Department of Defense, 
46 members of National Business Publications Inc. discussed 
“the place of business publications in the preparedness pro- 
gram,” as part of a two-day Washington session Oct. 16-17. 
Here is the group on the steps of the Pentagon following the 
conference. 

Left to right, front row, Col. Le Bailly, Chief, National 
Organizations Branch; George Stewart, Constructioneer; Rex 


Wadman, Diesel Progress; John V. Hunter, Motor Service; 
Harvey Conover, Conover-Mast Publications; Lansing Chapman, 


Medical Economics; George O. Hays, Penton Publishing Co.; 
Russell Putman, Putman Publishing Co.; William Schulhof, Of- 
fice Publications Co.; Charles W. Mclean, Harvey and Howe 
Inc.; E. B. Nattemer, Meat Inc.; Comdr. Cisin, National Organi- 
zations Branch. 

Second row, Ray Metzger, Construction News Monthly; Ray- 
mond Coombes, Mechanization; John L. Hoppe, Meat Mer- 
chandising; M. B. Massol, Oral Hygiene; L. A. Watt, Watt 
Publishing Co.; Blaine G. Wiley, National Industrial Advertis- 
ers Assn.; J. C. Chatfield, World Petroleum; Robert C. Van 


APPOINTED ADVISER—Clark Howell, publisher of the Atlanta Constitution ( 
receives a certificate of appointment as chairman of the newspaper publishers 
visory committee of the Treasury Department. Making the presentation are Leon 
Markham (center), national sales director, and Vernon L. Ciark, national director 


the U. S. Savings Bond Division. 


Kampen, Hitchcock Publishing Co.; Stephens Rippey, Topics 
lishing Co.; Adin L. Davis, Controlled Circulation Audit; | 
L. Diamond, Diamond Publications. 

Third row, Bennett S. Chapple Jr., United States Steel 
and president, National Industrial Advertisers Assn.; Edwin 
Scott, Sheet Metal Worker; Joseph M. Graffis, Golfdom; Ri 
S. Hayes, Okonite Co.; David Watson, Modern Railroads 
lishing Co.; Rufus Choate, Scott-Choate Publishing Co.; James 
Rudd, Cleworth Publishing Co.; Marshall Haywood Jr., Ha 
Publishing Co. 

Fourth row, George Hook, Iron Age; Edward S. Babcox, 
cox Publications; F. Morse Smith, Thomas Publishing © 
Robert E. Harper, National Business Publications Inc.; W- 
Rooke, W. R. C. Smith Publishing Co.; Kingsley L. Rice, Technie 
Publishing Co.; Roy M. Lynnes, Lynnes Publishing Co.; 
Vogel, Gardner Publications; Walter J. Masterson, Boat Sto 
& Publishing Co. 

Top row, T. A. Rogers, Rogers Publishing Co.; E. L. 
Bill Brothers Publishing Corp.; E. F. Sitterley, J. E. Sitterley & 
Sons; Croxton Morris, Public Works Journal Corp.; Leone 
Tingle, Butterick Co. 
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PEOPLE LIKE THE HAMPTONS 


ie Rural people not only hold the balance of buying power, spending 
Robins of Tdahor Tato tok one out of every three of the nation’s dollars at retail...but they 


th Governor 5 per of ile 
right) 18 Committee, men i also hold the balance of political power. They elect three-fourths 
“Ss ho ; of our legislatures, two-thirds of Congress. Their thinking dominates 
our state and national governments! 


\f HY are’ rural people so powerful four out of five rural people to take part 
politically? in some type of organization—discussion 
groups, homemakers clubs, cooperatives, 
service groups. Totaling millions of 
members, these rural organizations are a 
powerful influence in local, county, state, 
national and international affairs. 


Because America’s communities are 
overwhelmingly rural... 2,589 of our 
counties are rural, only 483 are urban! 
One rural vote equals 3 to 300 urban 
votes in deciding state elections. 


And because rural families are bound And because rur al people have more 
ta . together by a single, common interest direct contact with government than 
: sulle : : in the soil. This common interest leads any other large group in the nation! 


A typical rural leader is Elvon Hampton 
— Idaho legislator and Country Gentleman 
subscriber—featured with his family in 
the magazine’s November issue. His 
neighbors watched him become a good 
farmer and family man. They saw him 
rise to better living by better farming 
methods and management. They noted 
how he devoted the time gained from 
greater use of mechanized equipment to 
community service. They liked his think- 
ing on the business and political problems 
—— every farmer faces. And they voted their 
confidence by electing him successively 
to local farm organization, county, and 


. a 

Mrs. Hampton studied piano in high With such appliances as electric ironer, 
windows, is automatically heated by school, recently taught herself to play clothes washer and dryer, and dish 
oil furnace “on what we used to heat organ. She also directs Genesee Com- washer, Mrs. Hampton has time tosuper- state office. 
three rooms with before.” munity Church choir. vise children’s training and recreation. 


New Hampton home has eight picture 


More and more, business is cultivating 
both the friendship and the patronage of 
Rural America. And from one end of the 
nation to another, business reaches the 
Elvon Hamptons and their families 
through Country Gentleman. Its 2,300,000 
subscribers represent the big majority of 
the “top-half” farm families whose think- 
ing dominates in Rural America . . . whose 
good farming for good living earns the 
lion’s share of our immense farm income. 
Where can you find better people, better 
customers to cultivate? 


Big living room has traverse draperies. All» 
interior doors are of plastic “leather” and fold 
back in accordion pleats to side. 


“ “ “ 
New nationwide survey among retailers in 11 differ- 
‘ ent classifications again reveals that dealers consider 
4 Mr. Hampton operates his automatic pea sheller, loading from. 


harvester onto truck. He has $20,000 worth of tractors and com- Country Gentleman's 2,300,000 prosperous families 
bines alone; averages 260 acres in peas, 450 acres in wheat. their Best Rural Customers. 
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An Agency ‘Requests’ 
A Bit of ‘Publicity’ 

To the Editor: The following | 
letter was received by us from one | 
of the major New York agencies | 
in behalf of its client, one of the 
leading producers of foods, and a 
heavy advertiser: 


“We are sending you under 
separate cover several small 
publicity ads to be in con- 
nection with the trade sched- 
ule for — — — this fall. 
These publicity releases 
should be scattered through- 
out the publication, no two 
appearing on the same 
spread. 

“Thank you for your cooper- 
ation in making this a suc- 
cessful trade campaign for 


1950.” 


The “several small publicity 
ads” happened to be 67 lines high 
and were furnished in eight in- 
dividual electros and were neither 
more nor less than trade ads de- 
signed to be run free to augment a 
paid campaign of spreads. There 
was nothing smacking of publicity 
or news in these because they were 
simply and crudely advertise- 
ments. 

We will always resist the “some- 
thing for nothing” plea of some of 
these big advertisers with sticky 
fingers. Our publication is willing 
and even happy to run genuine 
news stories concerning advertis- 
ers or merchandising drives that 
are of genuine interest to our 
readers, but we certainly reserve 
the right to make these stories 
measure up to the interest of our 
readers... 


This department is a reader’s forum. Letters are welcome. 


We are never surprised to re- 
ceive requests like the above from 
small and inexperienced advertis- 
ers, and always take the trouble to 
set them straight. Such a request 
is almost always a sign of adver- 
tising immaturity. When, however, 
it comes from one of the biggest, 
and most respected of advertising 
agencies in the country we can 
only pass it along to you with the 
hope you will cram it down their 
throat with a size 12 boot. 

BUSINESS PAPER PUBLISHER 

(Name Withheld By Request) 


se e * 
Recalls Hires’ Early Use 
of Repeated Illustration 


To the Editor: The International 
Nickel ad in The Saturday Evening 
Post, Oct. 7, is an unusually effec- 
tive application of an idea that 
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DEVOTED SOLELY 
TO JOB OF SELLING 
PLASTICS PRODUCTS 
WT RETAIL LEVEL 


Editorial Content 
Survey-Tested; 
Aimed for Sales 


Three-way editorial pattern is cut to 
buyers’ needs as checked by detailed 
surveys in Chicago, Detroit, New York, 
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retail centers. 


Complete buying data in capsule form 


of every new plastic product with all 
the facts a buyer needs to act: photos, 
descriptions, sizes, deliveries, quanti- 
ties, selling aids, sources. 


NEW PLASTICS PROMOTIONS 


Spot news of outstanding retail plastics 
promotions telling exactly how each 
one was worked, as reported by 30- 
editor network in key U. S. retail centers. 


MORE PROFITS WITH PLASTICS 


Invaluable merchandising suggestions. 
What to promote and when. Sales train- 
ing aids. How to display and advertise 
plastics products for volume sales. 


en 
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does complete blanketing ' 
REACHES OUT TO BIGGEST MARKETS 


Distribution of PLASTICS MERCHANDISING is 
directed across-the-board to 
outlets where plastics are marketed in volume. 
2 REACHES UP TO SALES DEPARTMENTS 
Within each retail establishment, PLASTICS 
MERCHANDISING is directed only to those de- 
partments which handle plastics products. 

3 REACHES IN TO PLASTICS BUYERS 


In each retail department, PLASTICS 


DISTRIBUTION PLAN PINPOINTS. 
50,000 PLASTICS BUYERS 
planning of controlled circulation: 


seis = 


those specfic retail 


SING is delivered to the 


top buying authority. 
matched “all-prospect 


Result: An un- 
"circulation. 


PLASTICS MERCHANDISING, INC. 


A Unit of Breskin Publications — Affiliated with Modern Plastics Magazine 


(122 EAST 42nd STREET, NEW YORK 17, N. Y. 
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COINCIDENCE—Readers of the Sept. 23 issue of The Saturday Evening 
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it's right in trent of your eyes 


fet yore “Tease Firtenl” vases emcee 


nis i j 
Post 


had just finished figuring out how many Ilona Masseys could be seen in th 

Emerson TV screen when they ran into the International Nickel ad in the Oct? 

issue. Foote, Cone & Belding handles the Emerson account and Marschalk § 
Pratt is International Nickel’s agency. 


has been bobbing up at intervals 
for many years. It might be in- 
teresting to trace the origin of this 
device in which the over-all ad is 
successively reproduced in dimin- 
ishing size to the vanishing point. 

I believe that perhaps the very 
first advertiser to use this dupli- 
cation motif was Hires root beer. 
Ads showed a chubby youngster, 
holding a foaming earthenware 
stein of Hires. The stein bore a 
replica of the boy, with Hires in 
hand, and this was repeated in the 
same manner as shown in the In- 
ternational Nickel ad. I had one of 
these steins for years. My recollec- 
tion is that I acquired it at a drug- 
gist’s convention around 1907, 


which I attended as a lad, withm 
late parents, when my father 


active in the NARD. 
J. Wurtz, 
Chicago, 
. * * 


Asks AA Critics to 
Temper Their Judgment 
To the Editor: Couldn’t } 
being amused at the frantic tun 
taken in theme by your Creat 
Corner penman in AA of Oct, 
From a gentle diatribe against af 
vertising untruths the auth 
moves rapidly to brash, sweepin 
condemnations that even envel 
the fate of “our little sphere.” 
Says he: “Truth and strict a 
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Owners and operators of Radio Station WHAS and Television Station WHAS - TV 
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perence to fact belong 


apart and spread to the breaking 
point the whole fabric by which 
qur civilization and our world has 
been held together.” (Hysterical?) 

Upon leafing through to “The 
Eye and Ear Department,” where 
another advertiser suffers a sear- 
ing blast from another (or the 
same?) ivory tower tripewriter, 
we found damning evidence of de- 

ure from journalistic fidelity. 
(This? Within such pages of stuffy 
critique! ) 

Your cutlines beneath the pic- 
ture of Don McNeill, his inter- 
yiewee and two of his program 
staffers nudge the reader to be- 
lieve: “Don McNeill... interviews 
a housewife from the studio audi- 
ence with the help of Sam Cowling 


to an| Joyce used herself as a model for 
qutmoded age ...an age of tinker-| the girl on the left in the Storz il- 
ing... (which threatens] to split | 


lustration, and it is possible that 
she modeled also for the girl sec- 
ond from the left. 
S. F. WoopsBRIncE, 
Production Manager, Bozell & 
Jacobs, Omaha. 


Don't Give Youth a Wrong 
Impression, Adman Begs 

To the Editor: I am wondering 
about the photographs of advertis- 
ing people holding cocktail and 
highball glasses, presumably con- 
taining cocktails and _ highballs, 
which are appearing these days in 
ADVERTISING AGE, as well as other 
publications in the field of adver- 
tising, and also in club-issued bul- 
letins, in greater numbers than 
ever before that I can recall. I am 
not referring to photos of cocktail 
parties, but rather to those of 
groups of men and women sup- 
posedly attending conventions, 
conferences and luncheon or din- 
ner meetings for the purpose of 


transacting serious business. 

My feeling is that these pictures 
convey to young persons consider- 
ing advertising as a career, and the 
raw recruits and neophytes, an en- 
tirely erroneous idea of just what 
lubricates the thinking machinery 
of topnotch advertising people. Al- 
cohol may oil our voices, but as- 
suredly NOT our brains. 

Advertising as a business lays it- 
self wide open to criticism and 
then resents the criticism it has 
evoked. This discussion of a very 
real threat to the dignity and fu- 
ture well-being of advertising un- 
doubtedly will be resented. We 
are sensitive souls and some of my 
brethren of the craft will accuse 
me of prejudice, losing sight of the 
basic issue, which is that the 
younger generation may acquire 
the wrong concept of advertising’s 
motivating force if we continue to 
make liberal use of the photos I 
have described. 

The dignity of our business 
should not be lowered to the level 
of the cocktail bar. Its future well- 


being is threatened when young 
people are drawn into our ranks 
in the belief that ours is a busi- 
ness transacted over cocktails and 
canapes, and not one requiring 
hard work and plenty of it. 
Advertising has indeed fallen on 
bad days if it needs an alcoholic 
stimulus. The scintillating wit that 
flows at cocktail time seldom re- 
flects itself in slogans, headlines 
and copy which really sell; it 
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rarely stands up under the pierc- 
ingly cold light of the morning 
after. We who sweat out every de- 
tail of every campaign know this 
to be true. Let us not give the 
younger generation any false no- 
tions on the subject of how ad- 
vertising as a business is con- 
ducted. 
W.-N. Mackey, 
Advertising Manager, New- 
man Brothers Inc., Cincinnati. 


MAT 


RIX COMPANY 


SIF SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Pe and Singer Patsy Lee.” 
How much better, if instead of 
falsifying the caption, you had 
with mm truthfully pointed out that the 
her foursome had carefully posed, 
looked at the birdie, and suspended 
HiTg, any activity long enough to have 
icago @ their picture taken. (Which was 
go-o-0 obvious anyway.) 
Your idealistic but intolerant 
writers might well turn to the 
Good Book, wherein is found this 
’t helm sage advice: “Judge not and ye 
tic tuum shall not be judged, condemn not 
reativg and ye shall not be condemned.” 
Oct, Or at least ask your critics to 
inst adm temper their judgment...dema- 
autho gogues are such bores! 
W eepin CHARLES MUELLER JR., 


Director, Advertising and 
Publicity, Arizona Edison Co., 
Phoenix. 


* 
Note to Thieves 
To the Editor: Add to your file 
on the flexibility of newspaper 
advertising this one placed in the 
Times-Picayune and New Orleans 


ond 
isfied customers ere happy te “drive-in” ond pork 


‘Geowrner 6 


Bates the day after Walther Paint 
©o.’s safe was cracked. 
MarTIN BurKE, 
Promotion Manager, Times- 
Picayune Publishing Co., New 
Orleans. 
* e 7 
ifs When—Not It 
To the Editor: Please add my 
Mame to the list of those interested 
m Teceiving a copy of the booklet 
Mf and when) “Employe Com- 
munications,’ by Newcomb and 
ons. 
ARTHUR L. DESMOND, 
Lawrence H. Selz Organiza- 
tion, Chicago. 
* . . 


ports Scenes Are Just Part 
o Artist's Work, Ad Shows 
To the Editor: The enclosed tear 
sheet from the Oct. 11 Omaha 
World-Herald contains such an un- 
Wual juxtaposition that I simply 
@uldn’t resist sending it to you. 
You will notice the two-column 
fMhoto and story about Joyce Bal- 
tyne, mentioning her painting 
fi% strictly masculine scenes. Yet, 
Mi the same page, and separated 
matly by a column rule, is an ad- 
i sement for our client, Storz 
ing Co., which has as its main 


$-TV 


fene painted by Joyce Ballantyne. 
Not only that, but our art de- 
ANY @*timent is of the opinion that 


lustration a strictly feminine s 
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_ INTERNATIONAL TRANSPARENCY 


VALANCE 


Dealers Boost the Products 


Versatile, colorful, ‘‘self-illuminating”’. . . INTERNATIONAL 
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TRANSPARENCY VALANCES are your best public relations 


GET FREE ADVERTISING SPACE... EASY WITH INTERNATIONAL 
TRANSPARENCIES ON DOORS, WINDOWS AND GLASS COUNTERS 


Brilliant, long-lasting and econom- 
ical, they catch more eyes, make 
more sales! Keep your message 
working overtime . . 


men, bringing individualized advertising to every 
dealer. While they boost HIM to HIS local trade, 
they bring YOUR message to YOUR markets in 
cost-free space. These easy-to-apply translucent 
valances and stock panels with individual letters 
emphasize your story within the store. Interior 
illumination lights your message for quick recognition 
and outdoor legibility day and night...at less than 
lc a day per store. Get the facts today! 


- all the time! 


1152 WEST THIRD ST. 


e CLEVELAND, OHIO, U.S.A. 
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The Follow-Through: 
An Advertising Bonus 


Advertiser, Agencyman Discuss Agency Role 
in Merchandising the Advertising Campaign 


The Advertiser Viewpoint 


By Rosert J. Piccott 
Advertising Manager, Grove 
Laboratories Inc. 


I think it best to talk frankly 
for a moment about the agency- 
client relationship as a whole. Such 
a relationship is a peculiar one to 
say the least—there is probably no 
other business as- 
sociation quite 
like it. 

It has been my 
good fortune to 
have been on 
both sides of the 
fence and to have 


The Agency Viewpoint 


By CLARENCE B. GOSHORN 
President, Benton & Bowles 


I should like to think of the 
merchandising of advertising as 
embracing everything that con- 
tributes to integrate the advertis- 
ing into the work of salesmen to 
the trade and 
dealers to coor- 
dinate the whole 
selling process. 

The first step 
in this integra- 
tion long ante- 
| dates the writing 
of any advertis- 


. ing. It is the 
seen this prob- training of both 
blem both from the client and 


the agency view- 
point, and as an 
advertiser. And, 
although a wide 
variety of relationships are in ex- 
istence, I feel they boil down to 
three basic types—each different 
and each with a great effect on the 
way the “follow-through” is 
handled. 

First there is the “vicious client 
and the humble agency.” This 
type of client is what Time Maga- 
zine might call the “snaggle tooth 
tycoon variety,” who thinks that 
all agencies are a bunch of scoun- 
drels and cutthroats, and yet ex- 
pects them to perform miracles for 
his company. You have all heard 
of this type of operator. Intelli- 
gent “follow-through” on his cam- 
paign is impossible. The agency 
lives in a constant state of fear and 
frustration, and the only real “fol- 
low-through” accomplished is 
treatment of the account execu- 
tive’s ulcers. 


agency to think 
of advertising as 
only one of the factors which con- 
tribute to the ultimate sale. The 
part of the job which advertising 
can do will vary greatly with the 
nature of the sale. 

Obviously it must perform a 
larger share in soliciting mail or- 
ders than in exciting interest in 
products which are customarily 
bought only after thorough dem- 
onstration. It does not function in 
quite the same way in selling 
goods available in 400,000 grocery 
stores as in promoting products 
sold exclusively by one dealer in 
a city or available only through 
house-to-house canvassers. It 
works somewhat differently when 
backed up by a large company 
sales force calling on the retail 
trade. 


C. B. Goshorn 
Robert Piggott 


@ Since the opportunities for mer- 
chandising the advertising are 
fullest when retail salesmen are 
helping to do the job, I am as- 
suming the advertising we are 
talking about is national in scope 
and works alongside a national re- 
tail sales force. 

It would seem apparent that 
both selling vehicles are strength- 


m Second, there is the meek ad- 
vertiser and the dominating agen- 
cy. This advertiser is blinded by 
the verbal barrage of his agency. 
Actually, he requires little of the 
agency—and gets just that. Be- 
tween the start of one campaign | ened if their effort is coordinated. 
and the preparation of another, the | yet many competent sales organ- 
agency contributes little more than | jzations make only perfunctory use 

‘(Continued on Page 52) of the advertising that contributes 
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F why do” 
S cvevtieors™ 
get such @ 
, remarkable ; 
results — 


*—— Screw Products 
Corporation received = 
$20,000 
worth of 
new business 
from a single ad. 

7 ’ 

Oil Burner “' 
Corp. received SS 
89 New Oil Burner — 
accounts B 

79 New Hot Water Bs 
Heater accounts +30 

521 Inquiries : 


* 
"Machine 
Works 
closed 
37 Large 
Distributors 
and 11 Man- 
ufacturers 
from one ad. 


Heat & 

Power Co. received 

288 letters, phone calls and 
wires from prospects created 
by a page ad. 

The reason, of course, is that the Oil- 

heating Market is a climbing market 

and its favorite publication—FUEL- 

OIL & OIL HEAT —is a highly respon- 

sive advertising medium. 

* Name on request. Write for proof. 


FUELOIL & OIL HEAT e 232 Madison Ave. ¢ New York 16, N. Y. 
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so much to the effectiveness of 


their work, and many conscientious 
advertising departments write off | 
the sales staff as a medium for in- | 
creasing the influence and impact | 


of their advertising. And some 
agencies consider their job done 
when the space and time orders 
are mailed out. 

On the other hand, most of the 
writing about merchandising ad- 
vertising is done by zealots who at- 
tach a grotesquely exaggerated im- 
portance to it. Consumer advertis- 
ing is not run just to impress the 
dealer. But if impressing the deal- 
er helps make sales, it’s worth 
going at as an important part of 
our work. 


sw In some companies and agencies 
nobody has the responsibility or 
the authority to do it well, or it 
is a divided responsibility and no- 
body really does it. The sales man- 
ager doesn’t know enough—or care 
enough—about the advertising 
to sell it convincingly, and the ad- 
vertising manager is not sufficient- 
ly familiar with the problems in 
the field to present it in usable 
form. And the sales promotion 
manager, if there be one, is often 
dominated by whichever of the de- 
partment heads is his boss on the 
organization chart. 

It would seem to be up to the ad- 
vertising department to see that 
salesmen want to merchandise the 
advertising. And it is up to the 
agency account executive to help 
him do it. They can work through 
others in their organization, but 
the responsibility and the plans 
should be theirs. This involves a 
thorough knowledge of how the 
sales force works and a practical 
understanding of the opportunities 
and limitations of sales calls. They 
should have frequent meetings 
with the sales manager, attend and 
participate in national and ter- 
ritorial sales meetings, call on:su- 
pervisory personnel in the field 
and. work with salesmen as they 
visit the trade. They should talk to 
dealers and their customers in the 
store to learn for themselves how 
they can make the advertising 
important at the point of sale. 


= Ideally, the creative people 
should have this experience too. 
Calls on dealers are often better 
copy tests than many of the re- 
search techniques we use so prod- 
igally. Writers need to know how 
their advertising helps make sales, 
just as they need to know how the 
merits. of the product help 
make sales. They need to see the 
advertising working side-by-side 
with a personal salesman to influ- 
ence customers to buy. 

The salesman is a busy man— 
he’ll tell you so. He does every- 
thing. He calls on the dealers, ex- 
plains all about the product, counts 
stock, remembers all the deals, 
writes out the order, sets up mass 


text. This, the third pair, deals with merchandising the ad- 
vertising. The final pair will be presented next week. 


Advertising Age, October 30, dvertis 
9 pass | 
Advertiser-Agency Relationships gl 
At the recent meeting of the Assn. of National Advertis- 9 the a 
ers, one feature was a discussion of advertiser-agency rela- ing pow 
tionships, with four advertising managers and four agency vertisin + 
men participating. ly om 
The discussion was broken into four parts: 1. How to se- td : 
lect an agency or solicit an account. 2. How to get the most * ith ad 
effective copy. 3. The advertising follow-through, or mer- presenta 
chandising. 4. The agency’s responsibility for building and men. Wé 
maintaining company brands, and company reputations. if you 1 
Because the agency-client relationship is so important, get us 
ADVERTISING AGE is presenting the eight talks in nearly full 7] dl 
y' 


displays, tacks up signs and shelf 
strips, sticks up counter cards, un- 
folds jumbo packages, slits cases 
and inserts case cards, unfurls ban- 
ners and dresses windows, hides 
the competitor’s goods back on the 
shelf where the customer can’t 
find them, rips out competing dis- 
plays, asks the proprietor how his 
kids are doing in school, smiles a 
goodbye and comes back next 
week and does it all over again. 
He will also merchandise your 
advertising—-if he knows how. 


s He will know only if he is told 
in language clear and intelligible 
to him; only if he understands how 
it will help the dealer and how he 
can make the dealer realize that it 
will; only if he has tools that make 
the selling easy and natural for 
him; only if he is trained to mer- 
chandise it well enough to be able 
to see the results of his effort in 
growing sales—to the dealer and 
to the customers of the store. 

The agency people should be 
equipped to help you in that 
training—every step of the way. 
The first step is to set forth the 
advertising program in terms of 
the salesman’s interest in it. It 
should make it obvious to him that 
we had his use of it in mind when 
we prepared it-—that it’s based on 
an understanding of his problems 
to help him and his customers sell 
more goods. We should justify the 
sales strategy behind the whole 
campaign and explain how it is 
carried out in representative pieces 
of advertising. We should give 
him enough of our market studies 
and media analyses to convince 
him that the advertising is appear- 
ing in the right places to help him 
most. 


em He’ll have questions about na- 
tional media—we should demon- 
strate for him how they work lo- 
cally in the trading area of the 
stores he calls on. We should show 
how all the point of sale materials 
have been tied in with publica- 
tion space or the radio or news- 
paper or outdoor copy, so that the 
key selling ideas are brought right 
to the shelf or counter or sales 


floor. Some of them are big 
productions of the ads themselyg 
including that shiny “As Adve 
tised in Life” blow-up that yj 
increase sales from mass disp! 
246%, or whatever it is. We shox 
tell him how promotion plans & 
local use are made more effeetj 
because the over-all advertisi 
around which they are built g 
ports them. 

I think it is proper to ask yo 
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agency to help put all this togetj pal 
er. We ought to know it all w ceed Ww 
enough to present it simply a P oe 
we ought to have enough creat ved 
flair to make it dramatic and color mention: 
ful. oats w 
es If there is a general sales me = 
ing, you probably want the sale But = 
manager to turn this part of hi pieces a 
program over to you. Maybe you pers 
like to have us write your speed 9 — 
or help you write it. We’ll even oy 
volunteer to give it for you, i ioco m 
you like. inles om 
If there are regional meeting help dea 
our account executive should a8 » omes 
tend them with you, or if the I thin 
are too many for you to covert indicatic 
gether, you can go to some, het agencies 


others. If the sales staff is so la 
that even that is impractical, 
can work with some of your supé 
visors and you with others, unt 
they can handle the advertisiz 
the way you want it handled. Yo 
may want turn-overs or slide film 
or movies, to be sure the presen 
tion is right. We can help mak 
those and adapt them to all kiné 
of meetings from a_ superviso 
chat with one salesman in th 
front seat of his car to a close 
circuit radio or television prog 
or an elaborate theater presen 
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tion, with bands, dramatic ski —! 
and hula dancers. Well, some 4 test for 
us can. running 
match te 
s But always it should be Y0w§ high-he:z 
presentation of your advertising§a wide- 
organized not to sell your boss 0@ a televis 
board of directors, but your sale%$a shoe-: 
man. Ultimately not even he @ girdle, a 
the guy you’re after—your man salt. Thi 
the dealer. So you will want @ idea to. 
fortify the salesman’s knowledg§ play anc 
with simple tools to make it ea other a 
about. | 
in and s¢ 
Often 

u 
1950U.S. Bice 
CENSUS most de 
suspect 
written 
mind: | 


flour, t! 
a mayo! 
tanned 
val for 


50 
poss ee cnis e 
on : ee a 
spabeatio 
hepa 
20 ae the reta 
things y 
a kers’ or 
“oe , salesmer 
ee selling a 
oe it pays— 
he 
ae 
ee = 
oe 
Beg: 
io an 
e Etigiiae 
ee 
i ee: 
ae 
ae 
= ciaet ey; 
: Spam dearest care ee eRe re ARE NEE RTE CGS A SE RES A AINE SERRE CTT TE, 
oo ae t e 2 ' 
| ag \ from 4 buy 
gos re Re = os Le Lip coe Pe Dh 
ae int? -\ 4 tee you «Slag 
Ge Jue peat e aap nAtk. 
gs Ll i . 2 4 t + a 
| 3 | ‘Z . ke pe es re a j 
eee \3 a i 2 | ; ud CPs a j t ‘ 9 “ Ot) 7 a 
oe : aa « 2 2 oe ee hey 
hg Js : ou g ey eae Sin a ON Ipy mn 
Baia eo wea a Of tL y : aak jail cal | 
Ber “ Le x 4 es Sg ss . ; . a , ’ : 
pees —_ a nag ‘Ce fd e 
ae Se i ete | —_ y = 
— meses (0 C™S™”SC~S”SSRK RT NR 0, fF -_ 2 
od ees —— ATTTT]| TEXAS DAILY PRESS LEAGUE, INC. @ National Representatives si | 
Ree ieee. ee ey ek Se Pikes eee ee GR ion Se a ae BESSA BN = aga gaya scan ariae eer es ae Raila nea a : a DIE: saa 


30, 


dvertising Age, October 30, 1950 


9 pass on what he knows—some 
dget or demonstration device, 
some tricky way of dramatizing 
9 the dealer the scope and sell- 
ing power of the help your ad- 
yertising is giving him. Very like- 


’ ly your account executive would 

; find it amusing to pre-test such 

: a device by making a few calls 

. with a dummy—I mean a dummy 

pa presentation, not one of the sales- 
men. We like to do a lot of things 
if you let us, particularly if they 

4 get us close into everything that 

ll goes on in your business. 

J If your sales force doesn’t cover 
the retail trade, most of these 
things you can do with the bro- 
kers’ or distributors’ or jobbers’ 

; salesmen. It may take a little more 
big gelling and a little more proof that 

Adve it pays—pays them. 

‘at willl » Less important in merchandis- 

lisplayl ing the advertising than the sales 

| force, but still valuable, are direct 

a ™@ mail and trade publications. Both 


have sometimes been abused by 
extravagances that advertisers 
would not tolerate in consumer 
copy. We all know the campaign 
pook with twenty ads of which the 
first only is run, or the full page 
proof which, when it finally ap- 
pears, has shrunk to five 
inches... If all of the advertising 
mentioned in promotion announce- 
ments were to run in all the media 
as forecast, agencies would be 
pleased. 

"s But we know that good mailing 
"sm pieces and ads in the better trade 


© yOu! papers, if written as thoughtfully 


as consumer copy, do get high at- 
tention and reading. Increasingly 
these media are used to describe 
sales and merchandising ideas that 
help dealers tie in with advertising 
themes. 

I think we see every day more 
indication that advertisers and 
agencies are conscious of the val- 
} ue of the point of sale cooperation 
of dealers, and that dealers, in 
turn, are learning to use manu- 


- facturers’ advertising more un- 
d 7 derstandingly in their promotions. 
e film 


# I am conscious of seeing more 
advertising in which the quality 
of the product picked for head- 
lining and emphasis is one that 
invites demonstration in the store. 
A defrosting device is played up 
for a refrigerator which has many 
other important features, a dec- 
orator plan for a rug, a wear test 
to make on linoleum, a wipe-clean 
test for a wall covering, a novel 
Tunning gear for a curtain rod, a 
match test for a table top, a quick 
® high-heat coil for an electric range, 
"ee a wide-angle viewing screen for 
a television set, a bending test for 
Ha shoe-sdle, a stretch test for a 

girdle, a free-flow test for a table 


man % salt. This gives the dealer a single 


idea to remember to feature, dis- 


wled@@ play and use—it is likely to recall 


other advertised merits to talk 
about. He wants people to come 
in and see if the contraption works. 

Often the versatility of a prod- 
uct or a line can be made the sub- 
Ject of an advertisement that al- 
most demands a store display. I 
Suspect that ideas like these were 
= Written with store displays in 

mind: a seven-cake mix for a 
flour, the soup-to-nuts menu for 
& mayonnaise, the party-shelf for 
tanned meats, Elsie’s food carni- 
val for a dairy company, a salad 


| Minneapolis. 


carnival for a dressing manufac- 
turer, a spring garden show for a 
canner, a spring housecleaning sale 
for one soap maker and a hot wea- | 
ther sale for another. | 


ws They all made good product. 
ads, but magnificent ads to mer- | 
chandise. Some included pictures 
of displays or related-item dis-' 
plays to broaden the hint. Most of 
them ran in double-trucks in color | 
in the weeklies—suspiciously just 
right to blow up big for a colossal 
featuring of the advertiser’s prod- 
ucts. Some were also the subject 
of newspaper campaigns that re- 
sulted in city-wide displays and 
tie-in ads in the same papers by 
dozens of dealers—usually incor- 
porating a special price. ‘ 

I doubt that many dealers to 
whom these promotions were ex- 
plained were able to avoid listen- 
ing to a juicy selling talk on all 
of the advertiser’s program. | 

Newspaper and magazine cou- 
pons, redeemed by the dealer and 
picked up by the salesman, are 
a reminder that advertising is| 
working. One-cent sales, father-_ 
and-son sales, combination offers, | 
store premiums, factory-packs and 
the like advertised over the air or 
in publications are not only easy 
to merchandise, but they make all 
of the manufacturer’s advertising 
more ultimately interesting to the 
dealer. 


= Contests for which the entries 
are obtainable only at the dealer’s 
stimulate interest in all of the ad- 
vertiser’s plans. A New York 
brewer has for years built his ad- 
vertising around an annual voting 
contest, with the ballot boxes han- 
dy to his beer. An appliance manu- 
facturer keyed months of his ad- 
vertising to a $2,000,000 give-away, 
for which the entry blanks were 
obtainable, surprisingly, at his 
dealers’ show rooms. Not too hard 
to merchandise, such advertising 
ideas. And they worked for the 
consumer, too. 

I am not suggesting that we 
write all of our advertising to make 
it easy to merchandise, but it is 
good to remember always that ad- 
vertising is only one part of the 
selling process and that in selling, 
as everything else, we get along 
best when we all work together. 

I should make just one more 
point about merchandising adver- 
tising. Like the advertising pro- 
gram itself, like the sales calls, it 
should be not sporadic, but con- 
tinuous. We are likely to be most 
conscious of it only when new cam- 
paigns are prepared. The dealer 
won’t remember everything he is 
told the first time around, any 
more than the consumer will. With 
a bunch of current ads, you can 
tell him all over again—many 
times. With reviews of your tele- 
vision show, or records of your 
Starches, or success stories from 
your sales ledgers you can find 
new reasons to demonstrate how 
hard your advertising is working 
for him. 


Form Mullen-Nicolin 


Robert A. Mullen, formerly with 
Station KBUN, Bemidji, Minn., 
and Robert D. Nicolin, former ac- 
count executive with Campbell- 
Mithun, have formed Mullen-Nic- 
olin Advertising, 216 Walker Bldg., 
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and subsidiary 


SERVICE MOUNTING & FINISHING CO. 
Plant —224) South Wabash AvenuesChica 
New Phone—CAlumet 5-3224 


ADVERTISING PROFESSION 


~ Geles Portfolios » Advertising Speciaities 
- _Die-Cutting + Mounting « Paper Lining, etc. 


@ SERVICE BINDERY CO., INC. 


“orovides tangible help daily,” 
says Esther Latzke (Marie Gifford), 
Director of Consumer Service, 
Armour and Company, 
about the 
food page in The New York Times 


Says Miss Latzke: “To the homemaker, the food page of The 
New York Times is one of the most interesting and eagerly 
read sections of the newspaper. It provides tangible help daily 
in the selection and preparation of better meals for her family 
from the increasing array of new and improved foods in the 
market. Times Food Editor Jane Nickerson is to be congratu- 
lated on the able and interesting manner in which she pre- 
sents news of food to Times readers.” 


More and more homemakers, you’! find, with hungry families 
to feed, are turning to the daily food page in The New York 
Times for tangible and reliable help in feeding their families 
better. For the food advertiser hungry for more and more 
food sales, they provide a made-to-order market of food buyers 
within the country’s biggest and richest food market, where 
The New York Times has been the advertising leader since 
today’s homemakers were little girls. 


New York Boston Chicago Detroit Los Angeles San Francisco 


(= The New » Work Times, 
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DON LEE consistently carries more re- 
gionally sponsored programs than any 
other Pacific Coast network. 

That’s how we know that sponsors, 
coast-to-coast, buy DON LEE for the best, 
most economical coverage of the entire 
Pacific Coast. 

ASK US OR YOUR JOHN BLAIR MAN FOR THE FACTS 


BROADCASTING SYSTEM 


1313 North Vine Street 
Hollywood, California 


Agencies’ Follow-Through Service | " 
Analyzed by Ad Manager of Grove © 


(Continued from Page 50) 

a few phone calls with casual in- 
quiries about sales. If sales aren’t 
going well, the account executive 
and the advertising manager talk 
things over, drink too many mar- 
tinis, and come to the profound 
conclusion that “the sales depart- 
ment let us down.” 
Now, between these two ex- 
tremes of the “vicious client-hum- 
ble agency” and the “meek client- 
dominating agency,” is a type of 
relationship that is _ intelligent, 
businesslike and cordial—the nec- 
essary ingredients for a successful 
operation. This is the kind of re- 
lationship, I am happy to say, we 
have at Grove Laboratories. 
Why do I believe it is a success- 
ful relationship? Simply this—it 


SOLID CINCINNATI 
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“And this, of course, is our space buyer’s office !”’ 


Also worth noting: The Cincinnati Enquirer has the largest cir- 


culation of any Cincinnati newspaper, daily and Sunday. 


(Represented by Moloney, Regan and Schmitt, Inc.) 
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is a day-by-day association 
out regard to the beginning or 
ending of a campaign. We exp 
we demand, and we receive ¢ 
sistent follow-through from 
agencies. 


we We have four agencies—t 
in the United States and ong 
Canada—and advertise a 
variety of products in the prog 
tary and toiletry field—ra 
from a rectal ointment to a } 
tonic. And, believe me, that’s ¢ 
ering a lot of ground. 

Our business is highly compet 
tive—fast moving and fluctuating 
It demands sound, aggressive 
vertising—with day-to-day, we 
to-week, month-to-month, 
year-to-year follow-through. 

Now I realize that varied ty; 
of advertising are represented he 
today. Your problems may, or m 
not be common to ours, but reg 
less of what you advertise—or he 
—the application of a stra 
follow-through type of clien 
agency relationship will prod 
better results for you. 


a A lot of confusion on this que 
tion comes from a misunderstan¢ 
ing of the scope of agency creativg 
thinking as it applies to an adver 
tising campaign. Let’s ans 

this word “creative.” Many of 


are guilty of limiting its use tm Still a 
describing account executives§ project i 
copy or art personnel in the sogof sales 
called “creative positions.” We arg tories. E 
inclined to draw a line arounigclose co 
this group—and to think all othepand adv 
agency people perform purely me§ ner in w! 
chanical functions. priation 

Of course, we should not underg ¢xtremel 
estimate the creative ability of the ally revi 
account man, the artist, or th@rent sale: 
writer—but at the same time, wa Kets to se 


should not assume that copy ang °Djective 
art are the only creative functiong “ren < 
of an agency. 

All agency work should be cong® We ha 
sidered creative—whether it bg'’.there 
copy, art, radio, media, researchg >#romete 
or marketing. When an advertisg?erfect : 
er adopts this attitude toward hig either 


agency, better follow-through i@™4rket b 
such as 


through” 
tising to 


automatic. 


s I am firmly convinced that a 
agency’s responsibility is creative 
in its entirety—whether the job 

the preparation of copy and lay 
outs for a million dollar campaign 
or analyzing sales statistics it 
Peoria. To illustrate this poin 
here are some examples of wha 
we expect from an agency in the 
way of follow-through. 

We should not be content to fed! 
the job is finished after we have 
OK’d the schedules. For instance, 
the agency work in the field o 
media is never-ending. The sale 
results of all media are carefully 
measured throughout the cam- 
paign, and changes are made 
whenever and wherever they aft 
necessary. 

Because we are constantly seek 
ing to improve the effectivenes 
of our selling messages, another 
important agency job is continuous 
copy testing. All visual and ra 
dio copy is tested before it is 
leased. 

We also look to our agencies fo 
creative thinking in the prepara 
tion of sales brochures, packag 
designs, point of sale displays, 0 
any other device which can in 
crease the effectiveness of ou 
over-all program. 


ws Another example of agen 
“follow-through” occurs at oul 
sales conventions. We expect 0 
agencies to take an active part i 
these meetings. They help us pre 
sent new sales and advertising 
plans. By their very presence # 


these meetings they make each @ 
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COBBLERS SIGNS UP—Walter Braun, president, Cobblers Inc., casual shoe manu- 

focturer, signs up as a client of the fashion division of West-Marquis Inc., Los 

Angeles. His audience is Paulann Rogers, advertising manager for Cobblers; and 

Betty Bishop and Marion Trendley, agency account executives. Plans are now under 
way for a national magazine campaign in color. 


our individual salesmen feel he 
is an important part of our sales 
and advertising team. It is not 
unusual for agency representatives 
to go out and work with our sales- 
men. By so doing, they get a first- 
and hand knowledge of our sales prob- 
ivalems. This not only helps the 
salesman, but very often gives us 
mnew selling and merchandising 
ideas. 
mm ©=6Still another important agency 
project is the continuous analysis 
of sales and advertising by terri- 
mtories. Because there is such a 
mia close correlation between sales 
wand advertising dollars, the man- 
ner in which an advertising appro- 
priation is allocated by markets is 
extremely important. We continu- 
ne ally review with our agencies cur- 
rent sales for each product by mar- 
kets to see how we are meeting our 
objectives and to determine the 
ma current advertising to sales cost. 


a We have no rigid formula—nor 
is there in existence an infallible 
sebarometer for determining the 
perfect advertising to sales ratio 
on either a national or market-by- 
amarket basis, but we do know that 
such agency-client “follow- 
through” on correlation of adver- 
tising to sales results in the most 


productive use of the advertiser’s 
dollar. 

We subscribe to the Nielsen 
service for Fitch Shampoo, Bromo 
Quinine, and 4-Way. The agen- 
cies always attend these meetings. 
They summarize their analyses of 
Nielsen information after each 
meeting. We blend their thinking 
with our own, and the results help 
to shape future sales and advertis- 
ing activity. 

Now this brings up a controver- 
sial subject—should your agency 
be supplied with sales figures? 


s Let’s look at it this way. You 
expect your agency to help you 
sell the greatest possible volume 
of goods at a profit. But they can- 
not successfully fulfill this obliga- 
tion if they are denied the use of 
that most essential tool—sales 
figures. To withhold such infor- 
mation is to say there is no re- 
lationship between advertising and 
sales. The agency must know what 
the sales budget is for the year if 
they are to know what is expected 
of them. The same holds true for 
sales results, in order that they 
may be able to measure accom- 
plishments. These sales figures 
should be monthly breakdowns, 
so the agency can be fully in- 
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AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE + CHICAGO 1, 


ILLINOIS 


formed at all times. Then, if sales | end of each campaign. 


lag in a market, the agency can 


The agency responsibility to a 


intelligently recommend a course client is a continuing one. Remem- 
of action while there’s still time) ber, the only reason we are spend- 
|ing advertising money is to sell 
Here are a few examples of the | merchandise at a profit. Such an 


to do something about it. 


sales data which should be given 
agencies: 

1. Bi-monthly reports which 
compare current sales with those 
of a month ago, a year ago, and 

2. Monthly reports showing sales 
by different trade classifications, 
and 

3. Monthly reports 
sales by territories. 


ws We use IBM equipment in re- 


| 


agency “follow-through” philoso- 
phy will achieve this end. After 
all, all of us are interested in the 
net results of our advertising, and 
what is that but the color and size 
of the figure in the lower right 
hand corner of the balance sheet 
at the end of the year? To make 


showing) that a nice, big black figure means 


spending a lot of time and energy 
every day of the year, and that 
goes for everyone associated with 


cording all sales activity. All or- | advertising and sales. 


ders are coded and tabulated, and 


| 
| 


a complete sales analysis on any|# So, after the advertising cam- 
product for any market is avail-| paign starts, what more should the 
able to our sales and advertising | agency do? 


departments at all times. 


It is impossible to do an intell-| ative follow-through on market- | 
igent, long range advertising pro-| ing, 
gram unless the agency is kept | analyses. 


The agency should furnish cre- 


sales 
follow 


merchandising, and 
They should 


abreast of all sales activities be- through in every other conceivable 
fore and during, as well as at the’ way to help insure the success not | years. 


53 


| only of the present campaign, but 
|to help lay the groundwork for 
intelligent future planning. That 
is our philosophy. 

So you can see, we manage to 
keep our agency men busy all the 
time—and, surprisingly enough, 
they seem to like it. 


Montagne Joins Esty 


Edward J. Montagne, former 
motion picture writer and director, 
has joined William Esty Co., New 
York, as TV producer assigned to 
Camel’s “Man Against Crime” 
(CBS). Charles Russell, who for- 
merly produced the telecast for 
Esty, has switched to Batten, Bar- 
ton, Durstine & Osborn as a TV 
| account executive. 


‘Collier's’ Promotes Regan 


Denis L. Regan, formerly east- 
ern advertising manager, has been 
named advertising manager of 
Collier’s. Replacing Mr. Regan as 
eastern advertising manager is 
Charles O. Richardson, who has 
been with Crowell-Collier for nine 


i you want 
your catalogue... 
or booklet... 
or house organ... 


to be read 


from cover to cover... 


be sure it 
has a cover 


a cover of BUCKEYE or 


BECKETT—the good-looking, long-wearing cover 
stocks which have long been the first choice 
of admen and printers everywhere. 

14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors; 9 finishes, in the 
lower-priced but very attractive BECKETT line. 
New sample books on request. 


The Beckett 
Paper Company 


Makers of Good Paper in Hamilton, Ohio, Since 1848 
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*Indicates first listing in this column. 
Oct, 31-Nov. 1. American Assn. of Ad- 

vertising Agencies, annual Eastern Con- 

ference, Hotel Roosevelt, New York. 

Nov. 2. Upper Midwest Sales Con- 
ference, sponsored by the Sales and Mar- 
keting Department, Minneapolis Chamber 
of Commerce, and the Minneapolis Assn. 
of Sales Managers, Nicollet Hotel. 

Nov. 13-14. American Public Relations 
Assn., annual convention, Hotel Willard, 
Washington, D. C. 

Nov. 16. National Business Publica- 
tions, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 20-21. Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Dec. 27-29. American Marketing Assn., 
winter conference, Congress Hotel, Chi- 
cago. 

Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 

Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 


tising conference, Penn Harris Hotel, Har- 
risburg. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 
D. Cc. 

*June 17-21, 1951. Advertising Assn. of 


+ 


| the West, annual conventi Cc Pp 


tan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 31st an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

*Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


Canadian Fur Enters TV 

Canadian Fur Corp., New York, 
a big radio and newspaper user 
for many years, will add television 
to its schedule soon. The fur re- 
tailer, through Emil Mogul Co., 
plans a weekly hour show over 
WATYV, Newark, and daily partic- 
ipations on Ted Steele’s program 
over WPIX, New York. 


Zingale Joins Hanly, Hicks 

Josephine Zingale, formerly di- 
vision advertising manager for 
home furnishings at R. H. Macy 
& Co., has joined the copy staff of 
Hanly, Hicks & Montgomery, New 
York. 


N. Y. Stock Exchange Increases Budget 


New York, Oct. 25—The New 
York Stock Exchange is increasing 


its advertising budget by $139,000 | 


for additional advertising during 
November and December. 

Three insertions will be used 
during those two months in 380 
daily newspapers in 292 cities, and 
eight magazines will carry full- 
page ads either in November or 
December. Gardner Advertising 
Co., which recently resigned the 
account (AA, Sept. 18), is han- 
dling the advertising for the re- 
mainder of the year. No new 
agency has yet been appointed by 
the stock exchange. 

The increased advertising marks 
a new phase of the exchange’s na- 
tional campaign to acquaint in- 
vestors with the desirability of 
owning common stock and the fa- 
cilities of the exchange for stock 
trading. 


s For the first nine months of 
1950, the exchange showed a net 
profit of $769,349 in contrast with 


a loss of $325,996 last year. It 
spent $286,000 in advertising for 
the first three quarters of this year, 
approximately $155,000 less than 
in the same period of 1949. 

With the addition of $139,000 for 
advertising for the remainder of 
the year, the exchange’s 1950 in- 
vestment in advertising will total 
$425,000. 

Magazines on the exchange’s 
schedule include Barron’s, Col- 
lier’s, Financial World, Life, Look, 
Magazine of Wall Street, The Sat- 
urday Evening Post and Time. 


Shinn Joins West-Marquis 


Jess Shinn, formerly in the Port- 
land, Ore., office of Butler-Em- 
mett, has joined the Portland of- 
fice of West-Marquis as account 
executive. 


Names John Spiridigliozzi 

John A. Spiridigliozzi, formerly 
with Ted Bates & Co., New York, 
has been named art director in the 
promotion section of Family Circle. 


MORE THAN 250,000 TV FAMILIES 


_ READ TV VERY WEEK ~ 


Whether you rave about television's advertising value or decry 


its fabulous costs, more and more families are staying home to view 

their favorite shows . . . and to read about them in TV GUIDE. One of every 
six select their TV programs from the fully descriptive program listings in 
America’s fastest growing magazine — TV GUIDE! 


Never before in hist 


— anywhere — has any local magazine 
achieved TV GUIDE’S wide readership. More New York f 


New York than all the giant weeklies except Life and the 


Saturday Evening Post. 


Advertisers who want to sell New York and keep it sold know that 

TV GUIDE delivers an eager-to-buy, able-to-buy family audience at a lower 
cost per page per thousand than any other metropolitan magazine... plus 

a bonus circulation of more than 120 


ier 


Now York’s best 
magazine buy! 


cost per | ciRCULATION 
PAGE | (LATEST AVAILABLE 
Pe FIGURES) 
TV $2.34 | 250,000° 
GUIDE 


vay ny 


,000 over its guarantee! 


ever 
families read it 
than any other metropolitan magazine! Over 250,000 copies are consulted 
every single day of the week! That's more circulation in metropolitan 


the ful 
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Posed by professional model 


PHOTOGENIC—This 


“photo 
graph,” culled from a V-T vitamin of 
signed by Cole Drug Stores in the Prew 


amazing 


Chronicle, Johnson City, Tenn., wo 

“posed by professional model,” the foo 

note carefully explains. What bone struc 
ture! What arterial formation! 


CKLS Joins French Network 


Station CKLS, La Sarre, Q 
has been added to the Canadia 
Broadcasting Corp.’s French Ne 
work supplementary group of sti 
tions, CKRN-CKVD-CHAD. Th 
four stations will be sold as 
group only. Advertisers now usin 
the three station group (CKR 
CKVD-CHAD) may add C 
immediately at an increased gro 
rate, or they may defer addin 
the station until April 1, 1951,¢ 
until after the expiration of thei 
present contract. 


Two to Ross, Gardner 


Ross, Gardner & White Adver 
tising, Los Angeles, has been ap 
pointed to direct the advertisin 
for Barr Lumber Co., Santa An 
Cal., and J. J. Haggarty’s, Los At 
geles women’s specialty depart 
ment store. Planned for Barr i 
a concentrated drive using ne 
papers and direct mail, with 
dio and television to be added 
Haggarty’s will use a series of 
TV spots featuring puppets 
models. 


Names Morgan, Detsch 


Associated Outdoor Advertisil 
Co., Portland, Ore., former! 
owned exclusively by Keith } 
Hart, has added two new membe 
Harry D. Morgan, local commé 
cial artist, and Norton H. Detse 
former account executive ft 
Butler-Emmett Advertising Age 
cy, Portland, have joined the com 
pany, now in larger quarters 
55 S. E. 11th Ave., Portland. 


Gets Fieldcrest Account 


Calkins & Holden, Carlock, M 
Clinton & Smith, New York, hé# 
been named to handle the adver 
tising of Fieldcrest Mills, divisiol 
of Marshall Field & Co., Chicag 
manufacturing sheets, blanke 
electric blankets, bedspreads, toW 
els, etc. The appointment become 
effective Jan. 1. 


Ohio Advertising Names Two 


Ohio Advertising Agency, Clev 
land, has named Esther Leisma 
as office manager and coordinato 
She was formerly with Carr 

gett Advertising in a similar ¢ 
pacity. Melvin Tenenbaum, di 
tor of radio and TV, has be 
named vice-president in charge* 


radio and television. 
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ABS Buyer-Seller Disagreements 
Crop Up Again; Kynett New Prexy 


(Continued from Page 1) 
and the business paper division 
(to which the problem specifically 
applies) 
turned it down. The subject was 
raised 2gain in the business paper 
departmental session yesterday 
afternoon, in a long hassle over 
parliamentary procedures and at- 
tempts to secure a vote by mail, 
which ultimately were voted down. 


s The business paper group also 
decided to ask its membership to 
yote by mail on this recommenda- 
tion to the ABC board: “We rec- 
ommend that a by-law be adopted 
allowing a reasonable tolerance in 
auditing the classifications in Para- 
graph 10, such as now allowed in 
the auditing of payments for sub- 
scriptions.” 

On the subject of city and retail 
trading zone determination, the 
newspaper departmental resolved 
that a committee of interested 
members be formed to make a 
further study of the problem and 
recommendations, after consulta- 
tion with the ABC’s committee on 
this subject and with the newspa- 
per members of the board. It will 
then report, by mail, to all mem- 
bers of the newspaper division, 
and subsequently (if the report is 
approved) submit it to the ABC 
board. 


a In the meantime, the depart- 
mental recommended to the board 
that it “suspend the application of 
the recommendations” of its com- 
mittee “in any contested areas un- 
til the ABC board shall give due 
consideration to the report and 
recommendations of the newspa- 
per members’ committee, which 
shall be presented before July 1, 
1951.” 

After adjourning the ABC news- 
paper departmental session, mem- 
bers promptly elected a com- 
mittee of eight to take over. Com- 
mittee members are Gene Robb, 
Hearst Newspapers; E. P. Schwartz, 
Des Moines Register and Tribune; 
Howard Stodghill, Philadelphia 
Bulletin; Albert Antrim, Chicago 
Tribune; Ward Just, Waukegan 
News-Sun; Buell Hudson, Woon- 
socket Call; Jack Estes, Dallas 


B News; and Fred O’Neill, Boston 


Globe. The committee went to 
work immediately. 


a The magazine and farm groups 
adopted a resolution expressing 
approval of the rule adopted by 
the ABC board (effective date to 
be determined at the board’s 
December meeting) requiring at 
least 70% net paid for member- 
ship in the bureau. This action, 
also primarily affecting business 
papers, was the subject of much 
discussion at the business paper 
session. 

The discussion did not debate 
the merits of the change so much 
as it underscored some members’ 
belief that no such basic change 
in the rules affecting business pa- 
pers should be made by the board 
without discussion and consulta- 
tion with the business paper mem- 


§ bers. However, no resolution or ac- 


tion was taken on the subject. 

The farm group also urged the 
ABC board to take the lead in 
forming a committee to help in 
more accurately identifying farm 
and non-farm circulation. 


&In his annual report, P. L. 
Thomson, who is retiring as ABC 
President after 23 years, and 25 


m Years’ service on the board, re- 


ported bureau membership now 
totals 3,326, and declared it is sig- 
nificant that collective advertising 
tevenue of publisher members of 
ABC last year “was not only more 
than was spent for all other forms 


nad The suoject wes| than $60,000,000.” 


of advertising, but was as great 
a share of the total amount as in 
1940, despite an expenditure for 
TV and radio last year of more 


Mr. Thomson reviewed and com- 
mented on “problems we have not 
yet solved,” such as newspaper 
trading areas; auditing the unpaid 
section of ABC business papers’ 
circulation; and the problem of a 
newspaper director representing 
weekly newspapers. (The newspa- 
per departmental reaffirmed its 
previous desire for such a director, 
provided he does not displace an 
existing newspaper director, but 
the ABC board does not believe 
the number of directors should be 
increased.) 


w At the luncheon yesterday, at 
which John S. Knight, publisher, 
Knight Newspapers, delivered an 
extremely cogent address on the 
state of the world, H. H. Kynett, 
Philadelphia agency head and Ist 
vice-president of the ABC board 
(who subsequently was elected 
ABC president succeeding Mr. 
Thomson), introduced Ben Duffy, 
president, Batten, Barton, Durstine 
& Osborn, who presented Mr. 
Thomson with an engraved tray 
and a very substantial check on 
behalf of the entire membership. 

The resolutions committee urged 
the board to retain Mr. Thomson 
in an advisory and consulting 
capacity for the coming year, and 
the board subsequently took such 
action. 


es Mr. Wyman, making the first 
talk of the meeting yesterday 
morning, asserted that conditions 
have changed since the ABC was 
formed in 1914, that policing of 
circulation is no longer the major 
problem it once was, and that “the 
emphasis of the ABC as an audit- 
ing organization is somewhat out 
of date.” 

To demonstrate his point, Mr. 
Wyman said that a statistical anal- 
ysis of all magazine audits issued 
last year as against publishers’ 
statements showed that “six-tenths 
of 1% was added by auditors to the 
claims of 55 publishers and three- 
tenths of 1% was deducted from 
the declarations of 190 publishers, 
for a net adjustment of 29 hun- 
dredths of 1% on the entire mag- 
azine publishing industry for the 
past year.” 

He suggested a four-point pro- 
gram for the ABC, the first of 
which was that present expensive 
auditing procedure be replaced by 
“spot checking, investigation of 
startling changes in trends, occa- 
sional unannounced thorough au- 
dits, education of publishers and 
their clerks,” etc. 


= Secondly, he recommended that 
the “antiquated” method of re- 
leasing publishers’ statements be 
overhauled, that they be produced 
by a commercial printing com- 
pany, and that the dissemination 
of semi-annual data be speeded 
up so that it might really provide 
current information upon which 
buyers can act. 

“My third recommendation,” he 
said, “is that the ABC should take 
serious steps to improve its public 
relations.” Asserting that both 
younger executives and top man- 
agement are not being familiarized 
with the ABC and its activities, 
he urged the working out of “a 
broad program of public relations 
which established our leadership 
for the benefit of buyer and seller 
of advertising alike.” 

His final recommendation was 
that the bureau give more serious 
consideration to the expansion of 
its services, and reminded mem- 
bers that the organization was not 
founded for the benefit of circula- 


H. H. Kynett, new president of ABC. 


tion managers “but for the benefit 
of the buyers and sellers of ad- 
vertising.” He added: 


a “There has recurred, for ex- 
ample, the matter of functioning 
on the establishment of standards 
in readership research. Each time 
this controversial proposal has 
arisen, the board has turned it 
down. I voted against it and I do 
not say now that we should have 
launched into that field. However, 
I think we should recognize that 
the decision was made in the light 
of an auditing pattern which has 
remained inflexible for a long 
time. I suggest, further, that with- 
out a public relations program 
which makes all members of the 
industry aware of the various 
functions of the bureau, no such 
program should be undertaken. 

“Then more recently, advertis- 
ers have urged the ABC to under- 
take to give occupational break- 
downs of the free portion of other- 
wise net paid circulation publica- 
tions in the business paper field 
which are in competition with the 
so-called controlled publications. 
It has even been suggested that 
the ABC establish a division for 
verifying the claims of publications 
distributed entirely free to their 
readers. 


ws “Again, I voted against these 
proposals and I do not now change 
my position, but I think we must 
all recognize that such decisions 
derive from the established con- 
cept and pattern of auditing and 
not from a concept of the ABC 
as a quick and vital reportorial 
source of reliable information 
about circulations. 

“It does seem to me that the 
future of the ABC lies, in many 
respects, in a shifting of emphasis 
from auditing detail in leisurely 
fashion, without deteriorating that 
service, to a wider field of service 
to the buyers and sellers of ad- 
vertising... 

“And I cannot refrain from ad- 

ding the footnote that after study 
and free discussion, the advertising 
buyer’s interest must prevail in 
deciding the controversies among 
sellers which is the cornerstone of 
our structure.” 
a Emphasizing that he was speak- 
ing not for Eastman Kodak Co., 
but as a member of the Assn. of 
National Advertisers, Mr. Potter 
pointedly reminded his listeners 
that “from the advertising stand- 
point, we represent the customers. 
In our own businesses, most of us 
have learned that when we forget 
‘the customer is right,’ we do so 
at our peril. 

“I am sorry to say that there is 
a strong and growing feeling on 
the buyers’ side of the media fence 
that for a long time now, in this 
field, the sellers have often re- 
garded the customers as wrong,” 
he continued. “And I trust you 
won’t feel I am doing you a dis- 
favor in presenting some evidence 
that this feeling not only does 
exist, but that it actually is strong 
and that it actually is growing.” 

As proof of this assertion, Mr. 
Potter said: 


a “One is the reaction to the 
ANA’s statement on circulation 
audits and audience research. With 
a few notable exceptions, about 


the only area of concurrence was 
to be found in a reaffirmation of 
the undoubtedly essential role of 
the ABC—the ABC exactly ‘as is’ 
—without change, and without 
amplification. 

“The second source of concern 
is the increasing tendency, evi- 
denced among others, by newspa- 
pers, business papers and farm 
papers, to question the value of 
continuing research and of buyer 
validation as carried out in this 
area by the Advertising Research 
Foundation. 

“A third evidence lies in the re- 
actions of a number of influential 
publishers to the proposal for a 
joint study of magazine audience 
characteristics and duplication, in- 
formation for which advertisers 
have expressed a growing need 
over the past ten years. And still 
another disturbing occurrence is 
the recent challenge by newspa- 
pers of the right of the ABC, as a 
tripartite body, to set up criteria 
for determining proper trading 
areas... 


s “Now what is likely -to occur 
when the expressed needs of cus- 
tomers fail to be met year after 
year? Perhaps nothing, apparently, 
for a time. But I submit that that 
may be just the time to give the 
situation a close second look. The 
pressure may be building up. 
There are already some signs in 
that direction.” 

Taking up each of his points in 
detail, ‘Mr. Potter chided publish- 
ers for unrealistic and unintelli- 
gent approaches to the problem, 
and asserted that the complexity 
of the media situation and the in- 
fluence of rising costs inevitably 
mean that buyers of space must 
have more reliable research upon 
which to depend. 

“I don’t believe,” he concluded, 
“it can be successfully argued that 
a lot more information on media 
isn’t in the cards—let’s say over 
the next decade. Wouldn’t it be 
wise to be prepared for this devel- 
opment, and for the possibility of 
times when the going may not be 
so good, by renewing an intelligent 
approach to cooperative media re- 
search—with a review of present 
projects and an imaginative con- 


sideration of new and progressive 
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ones?” 


w Clarence Goshorn, president of 
Benton & Bowles and past chair- 
man of the American Assn. of Ad- 
vertising Agencies, reviewed the 
growth and importance of adver- 
tising, and also commented that it 
is practically impossible for the 
ABC to present quantitative infor- 
mation on circulation without at 
the same time presenting some 
qualitative information, whether it 
will or not. 

At the departmental sessions 
yesterday afternoon, the newspa- 
per division reelected as directors 
three men whose terms expired 
—Lisle Baker Jr., Louisville Cour- 
ier-Journal and Times; W. J. J. 
Butler, Toronto Globe & Mail; 
and William F. Lucey, Lawrence 
Eagle and Tribune. J. E. Blackburn 
Jr., McGraw-Hill Publishing Co., 
and Stanley R. Clague, Modern 
Hospital Publishing Co., were re- 
elected directors representing the 
business paper division. Other di- 
rectors who were reelected were 
Benjamin Allen, Curtis Publish- 
ing Co. (magazines); Charles E. 
Sweet, Capper Publications (farm 
publications) ; E. Ross Gamble, Leo 
Burnett Co. (agencies). 


ws The advertiser group reelected 
Howard M. Chapin, General Foods 
Corp.; Russell Z, Eller, California 
Fruit Growers Exchange; William 
A. Hart, E. I. du Pont; W. S. Mc- 
Lean, Fisher Body Division of 
General Motors; and H. H. Rim- 
mer, Canadian General Electric Co. 
Elected to succeed D. D. Richards 
of Sears, Roebuck, who is retiring, 
was Lowry Crites, General Mills. 
Also elected for one year to fill 
the unexpired term of Mr. Thom- 
son was Allan Brown, Bakelite 
Corp. 

In addition to naming H. H. Ky- 
nett as president and chairman of 
the board for the coming year, the 
ABC board of directors also elected 
William A. Hart ist vice-chair- 
man, and reelected the following 
officers: E. R. Hatton, Detroit Free 
Press, 2nd vice-chairman; Robert 
M. Gray, Esso Standard Oil Co., 
3rd vice-chairman; John H. Platt, 
Kraft Foods Co., secretary; and E. 
Ross Gamble, Leo Burnett Co., 
treasurer. 


Don Lee Purchase Will Force General Tire, 
Yankee Net Owner, to Give Up One Station 


Los ANGELES, Oct. 26—Purchase 
of the Thomas S. Lee Enterprises 
last Friday (AA, Oct. 23) by Col- 
umbia Broadcasting System and 
General Tire Employes Retirement 
Plan (through the First National 
Bank of Akron) will bring the 
following developments: 

With Federal Communications 
Commission approval, General 
Tire Employes will get the Don 
Lee Broadcasting System. The net- 
work and stations will continue 
under the same management, 
headed by Willet H. Brown, pres- 
ident. 

Lewis Allen Weiss, chairman of 
the board of Don Lee, will resign, 
as previously announced. However, 
he would have remained if Hoff- 
man Radio Corp.’s bid had been 
accepted. Hoffman’s $11,200,000 
bid was superceded by a $12,320,- 
000 offer. 


s CBS will get KTSL, Los Ange- 
les video station. The network’s 
49% ownership of TV station 
KTTV will be bought by the Los 
Angeles Times and Mirror organ- 
ization, 51% owner. Norman 
Chandler, president of KTTV Inc., 
expressed regret at being disas- 
sociated with CBS. 

He said the Times will acquire 
full control of KTTV and will con- 
tinue its operations after CBS’ 
withdrawal, which will probably 
not come for several months after 
Jan. 1. 

Along with acquisition of KTSL, 


Columbia has signed a longterm 


lease for roughly half of the three- 
acre Don Lee Studio in Hollywood. 


a General Tire, already owner of 
the Yankee Network and of about 
19% of Mutual Broadcasting Sys- 
tem stock, acquires the same ad- 
ditional amount of Mutual stock 
and becomes that network’s chief 
stockholder. With ownership of 
both Yankee and Don Lee, it will 
have six owned-and-operated sta- 
tions and will have to dispose of 
one under FCC rules. No decision 
has been made yet as to which will 
be sold. 

Although the successful bid was 
$12,320,000, actual cash involved 
is about $7,000,000, as Lee Enter- 


| prises has slightly more than $5,- 


000,000 cash among its assets. The 
CBS share of the purchase price 
is estimated as high as $3,000,000 
but the amount will not be made 
public until the transaction comes 
up for FCC approval. 


Westinghouse Names Maize 


Edwin R. Maize Jr., formerly 
chain store sales manager for 
Noma Electric Corp., New York, 
has been named manager of chain 
store sales for the Westinghouse 
lamp division, Westinghouse Elec- 
tric Corp., Boolfield, N. J. 


Needham & Grohmann Named 


Needham & Grohmann, New 
York, has been appointed to han- 
dle advertising for the Belmont 
Manor Hotel and Inverurie Hotel 
in Bermuda. Schedules are not yet 
formulated. 
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Appoints Harshe Associates 


Lincoln Village Shopping Center, 
Chicago, has appointed Wm. 
Harshe Associates, Chicago, to 
conduct a public relations pro- 
gram. 


MacDonald Joins Lane 


Marion MacDonald, formerly 
with Buchanan & Co. and Maxon 
Inc., New York, has joined Brad- 
ley Lane Advertising Agency, 


R./| trial Editors will hold its 1951 


Denver, as copy director. 


Industrial Editors to Meet 
The American Assn. of Indus- 


convention at the Benjamin Frank- 
lin Hotel, Philadelphia, March 29- 
30. 


Asher Joins John-Raider 

Jack Asher, formerly with Photo 
Trade News and the Gevaert Co., 
has joined John-Raider Associates, 
New York, as an account execu- 
tive. 


A DBDECABE O 


“U.S. CHAMBER OF COMMERCE By 
FIGURES 


Newspaper Printing Corporation, Agent, 


MOTOR FUEL TAXES 


in Tennessee in past 10 years 
increased from $19,800,000 to 


$39,000,000* 
The heart of Tennessee is 
| Cane 


INAS TEDW U0 1h Uh 28 


The'"MONEY TOWN” of the South 


Reach this prosperous market through two great newspapers. 


The Nashville Tennessean 


-——™ 


F PROGRESS 


Morning - Sunday 


Represented by the Branham Company 
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PHOTOGRAPHY °« 


PONTIA 


812 W. Van Buren Street «¢ 
HA ymarket 1-1000 


UNIFIED SERVICES 


COLOR PROCESS * PHOTOENGRAVING * ARTWORK 
TYPOGRAPHY « 


SERVICE | 


You'll be pleased and save time 
by using PONTIAC’S complete 
advertising production service. 
Extra phone calls and follow-ups 
are eliminated because PONTIAC 
servicemen expedite your job from 
start to finish. One phone call to 
PONTIAC brings you dependable 
quality and service that helps you 
make those deadlines. 


ELECTROTYPING 
ENGRAVING & 

ELECTROTYPE CO. 
Chicago 7, Illinois 


Weed Out Least Useful Research 
Techniques, Les Waddington Urges 


Cuicaco, Oct. 25—L. E. Wad- 
dington, radio-TV director of Miles 
Laboratories, today called for a 
“quick weeding out of the least 
useful” broadcasting research tech- 
niques “and standardization of 
those we all can use, understand 
and rely upon.” 

Speaking at a Chicago Radio 
Management Club luncheon, he 
said that “television (with or 
without color), wars, threats of 
wars, defense requirements, con- 
trols, etc., all will whittle away at 
the soft and flabby outer edges of 
radio.” 

But he added that if advertisers, 
agencies, networks and stations 
work toward increasing the effi- 
ciency of the medium, “radio will 
emerge, slimmed down consider- 
ably, but in much better fighting 
trim than the fat, healthy and 
somewhat lazy radio we've known 
in the past few years.” 


a “We can talk about radio on a 
scientific level,” he continued. 
“Our rating services, though based 
on varying concepts, have been 
brought to a high degree of effi- 
ciency and, if used with proper 
modification by other factors, can 
furnish a reliable guide to listen- 
ing, to homes per dollar, etc. 

“We have all kinds of market 
surveys, audience composition 
studies, purchasing power analy- 
ses, coverage plans, market pene- 
tration reports and program liking 
ratings. The tools of the trade are 
numerous—perhaps too numerous, 
yet every month our trade associa- 
tions and individuals are propos- 
ing more. 

“Our goal,” Mr. Waddington in- 
sisted, “should be a quick weeding 
out of the least useful of these, 
and standardization of those we 
all can use, understand and rely 
upon.” 


es Mr. Waddington said’ that while 
he thinks TV some day will replace 
radio as a major medium of enter- 
tainment, education and commun- 
ication, there “will always be ra- 
dio, for it can still do some jobs 
not practical to television.” 

And he suggested that if the 
networks and stations who have 
developed both radio and TV 
“would only act like the two are 
related and, instead of promoting 
one against the other, show them 
and the advertiser how they can 
live and grow together, this transi- 
tion period could be happier and 
easier. 

“Mr. Wayne Coy,” he continued, 
“in his recent appearances in Chi- 
cago, indicated that if everything 
moves along at its present rate, 
and if the 500-900mc. band is 
opened to 1,600 metropolitan TV 
stations and 1,600 low-power com- 
munity stations, TV will have a 
90% population coverage in the 
next five years. That is approach- 
ing present AM coverage. 


a “With TV replacing AM to the 
extent of 83%, according to Niel- 
sen, in every home it enters, it 
gives us a minimum of five years 
to use a steadily deteriorating 
message carrier. The only way to 
do it is to use it more efficiently, 
with one eye on results and one 
eye on costs.” 

Specifically, Mr. Waddington 
contends: 

1. Radio listeners have devel- 
oped an automatic “commercial 
tune-out.” Television commercials 
depend less on hard hitting copy 
and repetition than on demonstra- 
tion, discussion and intimacy. As 
a result, they are more palatable, 
and are bound to have some effect 
upon radio’s accepted style. Ad- 
vertisers will be forced to do 
something about radio listeners’ 
complaints against commercials. 


“Perhaps the tempering of sell- 
ing announcements to the mood of 
the show, and the psychological 
placing of announcements with re- 
spect to show format, are part of 
the answer. Research has shown 
that commercials are more effec- 
tive that way.” 


ws 2. Programming must be im- 
proved, he said. “As each program 
innovation comes along, we ride 
it to the limit, until the airwaves 
are loaded with giveaways, partic- 
ipations, crime and humor, and 
until the bonanza offered by a 
good program idea is ridden to 
death.” . 

3. Plans for the future should 
be made with an eye on future de- 
fense moves. For example, “if re- 
strictions on transportation should 
again take effect and more workers 
should be riding more public con- 
veyances, it might mean a boom 
in transit radio advertising. 

“TV,” he added, “has compli- 
cated the entire media picture and 
has helped to raise all costs. Both 
radio and TV costs are high, and 


while efficient operation may get 
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us by for a while, talent costs 
rates will finally be under the 
It will pay all concerned to 
a careful look at costs, and to 
gin to make adjustments to 
changing conditions, and in 
of value delivered.” + 


GE Names O'Neal, Emery 


Warren D. O’Neal, fo 
technical publications divisj 
manager, has been named ma 
of the production division of 
eral Electric Co.’s apparatus 
partment, Schenectady, N. Y, 
succeeds J. Edmund Savage, 
has retired. C. Kenneth 
instruction book section supe 
in the technical publications 
sion, succeeds Mr. O’Neal. 


Howe Scale Names Garlow 


Walter F. Garlow has 
named sales promotion m 
of Howe Scale Co., Turland, Vt. 
was formerly advertising ma 
of the Hewitt rubber division 
Hewitt Restform division of 
itt-Robins Inc., Buffalo. 


... the way you want 


Our 29 convenient Space Budgets will help you allocate your med- 
ical advertising dollar to the best advantage . . . put it where you 
want it when you want it, covering one state or all 42 served by 


the State Journals. 


Every cent will be well invested in the doctors’ own state medical 


journals — read and respected 


for their scientific papers, plus 


local news of the profession, plus advertising acceptable to the 


A. M. A, Councils. 


* Our new Budgets are ready now. Glad fo send you a set — to 
simplify your 1951 schedule-making. 


STATE JOURNAL ADVERTISING BUREA 


of the American Medical Association 


535 N. Dearborn Street 


¢ Chicago 10, Illinois 


34 Journals Covering 42 States 


ALABAMA INDIANA 
Journal of Med. Assn. of State Med. Assn. IJrni. of 


ARIZONA A 
Medicine State Med. Jou 
ARKANSAS KANSAS 


Med. Society, Journal of Med. Soc. Journal of 
CONNECTICUT 


KENTUCKY 
State Med. Journal . Journal 
DELAWARE MAINE 
Med. Journal Assn., Journal of the 
DISTRICT OF COLUMBIA MICHIGAN 
Med. Annals of Med. Soc. Journal of 
FLORIDA MINNESOTA 
Assn. Journal Medicine 
GEORGIA MISSOURI STATE 
Journal of Med Med. Assn., J 
HAWAII NEBRASKA 
4 State Med. J 


NEW ENGLAND ROCKY MOUNTAIN 
rnl. of Med. (Mass., Med. Journal (Colo., 
New Hamp.) Wyo., New Mex., Ment.) 
NEW JERSEY SOUTH CAROLINA 
ey Oh = of Med. Assn. Journal of 
EAN KOTA 
Med. and Surgical Journal i by Med. 
NORTH CAROLINA TENNESSEE 


journal 
NORTHWEST MEDICINE tte Med. Assn. it 


TEXAS STATE 


. Washington, 
Idaho & Alaska) Journal of 
OHIO VIRGINIA 
tate Med. Journal Med. Monthly 
OKLAHOMA WEST VIRGINIA 
State Med. Assn. Jrni. of Med. Journal 
PENNSYLVANIA WISCONSIN 
Med. Journal Med. Journal 
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‘ie 844 Copywriter's Lament 
cd tO bell) sit ali alone in my ivory tower 
‘ Berefi of worldly strife 


[care not for the outer world 
Just my secluded life. 


Unlock not my bolted door 
Disturb not the quiet 

a Leave unswept my earthen floor 

Solitude’s my diet. 


Hark, a voice—an ad to write 
Commercialism, fie! 

Hollow words, redundant, reeking 
Seducing Man to buy. 


Sell the product, boost the sales 
Let’s push that nuclear fission 
We'll cure the world and all its ails 

For a 15% commission. 


Alas, not I! No more I say 
I care not for the gold 

In burlap I shall cloak myself 
I shall not fit the mold. 


[ll walk alone with my ideals 

My head I will not bow 
What's that? Oh, yes sir, I’ll get 

right to work— 

The client wants it now! 

— JAMES BURCH 

King, Ackerman, Deckard & 

Burch, Phoenix, Ariz. 

The Poet’s Corner is always open to AA 
Headers, who should not expect to be paid 
fr their versified comments on the ad 
scene. 


2-Year Pay Raise 
Formula Agreed to 
by N. Y. Newspapers 


New YorkK, Oct. 25—Tentative 
wage agreements have been 
reached by representatives of 12 
daily newspapers in this city and 
nine unions of printing craft 
workers and drivers based on a 
formula proposed by Bernard J. 
Forman, federal mediator. 

New two-year contracts, which 
will become effective Nov. 15 if 
ratified by the membership of each 
union, provide a wage increase of 
$5 a week for the first year of 
the agreement, with an additional 
increase of $2 a week to apply 
during the second year. Present 
wage scales range from $71.25 a 
week for paper handlers to $117 
a week for photoengravers. 

The proposed contracts would 
allow for a further increase in 
the second year of the contract if 
the cost of living, as measured by 
the Bureau of Labor Statistics, 
should go up six points or more 
between Sept. 15, 1950, and Sept. 
15, 1951. If the index should rise 
six points, the total pay rise in 
the second year of the contract 
would be $3 a week and an ad- 
ditional $1 would be allowed for 
each two points beyond that. No 
decrease in the $2 basic pay rise 
would be made should the cost of 
living go down. 


d- 
wu # The unions would have the 
ry right to take $1.50 of the $5 in- 

crease for the contract’s first year 
al and apply it to the establishment 
Js of a welfare fund. If such a fund 
1e ls Set up, the publishers may not 

be asked to negotiate again on 
0 welfare for five years. 


The proposed agreements also 
Provide vacations running up to 
tree weeks and fix a_three- 
week payment to workers dis- 
placed by newspaper suspensions 
o& mergers. 

Both Francis G. Barrett, presi- 
dent of New York Typographical 


rai # Union No. 6, spokesman for the 
. tine unions, and William Mapel, 
LWA BYice-chairman of the Publishers 
<7 Assn. of New York City, on be- 
ed. § Alf of the publishers, were em- 


E Dhatic in their praise of Mr. For- 
Man’s success in working out the 
tentative agreement. 

: The newspapers involved are the Brook- 
im Eagle, Long Island Press, Long Is- 
i Star-Journal, New York Herald 
" Mibune, Journal-American, Journal of 


fommerce, Mirror, News, Post, Times, 


Wall Street Journal, and World-Telegram | Develops Copy Counter 


& Sun. 

The unions involved are the Electrical 
Workers Local Union No. 1; 
Lodge of the International Assn. of 
Machinists; Paper Handlers & Straight- 
eners Union, No. 1; International Photo- 
engravers Union, Local No. 1; Interna- 
tional Printing Pressmen & Assistants 
Union, Local 2; International Mail De- 
liverers Union; Mailers Union No. 6; New 
York Typographical Union No. 6; and 
International Stereotypers & Electrotyp- 
ers Union. 


Delay Labor-Radio Plans 


Plans for Minnesota’s first labor- 
sponsored radio station have re- 
ceived a setback with the resigna- 
tion of Gerald S. Cohen, formerly 
with KSTP and WLOL, Minneap- 
olis-St. Paul stations, as general 
manager of United Broadcasting 
Assn. Inc. The association was 
formed a year ago with representa- 
tives of CIO, AFL and other unions 
on its board of directors. No suc- 
cessor to Mr. Cohen has been 
named. 


A new method for providing an 


Eureka accurate gage of character count 


for copy blocks has been de- 
veloped by Jack H. Langer of 
Federal Department Stores, De- 
troit. The Langer copy counter, 
distributed by Adverco, 16558 
Mansfield Ave., Detroit 35, con- 
sists of a set of plastic cards, 
printed with computations to 
measure the number of alphabet 
letters needed to fill a block of 
copy on an advertising layout. 
Cards are furnished for 8, 10, 12 
and 14 pt. type. The sets are priced 
at $4.95. 


Albert Berne Elected V. P. 

Guenther, Brown & Berne Inc., 
Cincinnati agency, has elected Al- 
bert Berne Jr., account executive, 
as a vice-president of the company. 
Mr. Berne will assume additional 
duties as general manager of the 
agency’s Dayton and Cincinnati 
offices. 


YOUR ADVERTISING DOLLAR 


BUYS 


FIRST WITH ADVERTISERS 


DIESEL PROGRESS carries more 
advertising than any other pub- 
lication exclusively serving the 
diesel market — proof that it 
pays to advertise in the indus- 
try’s No. 1 publication. 


Write today for DIESEL PROGRESS 
Market Data and Media file 


Rex W. Wadman, Editor and Publisher 


Editorial and Production Office: 
816 N. La Cienega Bivd., Los Angeles 46, Calif. 


Advertising : 
2 West 45th St., New York 19, N.Y 


WHY CAN’T OUR 
CATALOG LOOK 


AS ATTRACTIVE 


AS THIS? 


yOuR PRI 


booklets. 


NTER KNOWS! He 


eye-catching H 
punch and LON 


tell you that 


ammermill Cover will put sales 
G LIFE in your catalogs and 


U— 


If you have an important sales message . . . make it look 
important. Put a cover on it. That’s the simple, inex- 
pensive way to win attention, to have your prospect say, 
“T’ll keep this, and place our orders as we need them.” 

Your printer will be glad to show you how use of 
Hammermill Cover will help give your mailings this vital 
initial impact. He can show you Hammermill Cover in 


<sgee 
eas 


’ 


tis i 


If you need a printer who is ready and willing to supply 
your needs on Hammermill papers, call Western Union 
by number and ask “Operator 25” for the name of a 
member of the Hammermill Guild of Printers. 
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THEY'VE GOT A 
COVER ON THEIRS, 
MR. JACKSON. THAT’S 
WHAT PUTS THE 
SPARK IN IT! 


eleven attention-winning colors and bright white, so that 
you and he can decide which background fits best. He 
will tell you, too, that this sturdy paper Jasts, keeps 
right on selling for you for months after you send it out. 


You can depend on Hammermill Cover because it is 
backed by the “Hammermill” name, accepted by thou- 
sands of exacting buyers of business printing... and is 
the like-sided paper that saves press time, enables your 
printer to give you the kind of work you want, when 
you want it. Send the coupon below for the new 


sample book of Hammermill Cover. 


at ee ee ana ananan 
a 


Hammermill Paper Company 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me—FREE-—the just-published sample book of 


Hammermill Cover. 
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Re-Runs ‘Copy That Clicks’ 


Associated Business Publica- 
tions, 205 E. 42nd St., New York, 
has completed the second printing 
of “Copy That Clicks,” its 48-page 
illustrated booklet on how to pre- 
pare an effective business paper 
advertisement. 


Names Oliver Solinger V. P. 


Oliver M. Solinger, formerly ad- 
vertising manager of Radio & TV 
Daily, has been named vice-presi- 
dent and general manager of mov- 
ie star endorsement campaigns by 
Melvin, Newell & Rector, Holly- 
wood public relations concern. 


FABULOUS 


AND THE 


HIGHER*® 


® NIGHT 


STATION IN 


fo ae 


THE STATION WITH THE 


ASTRONOMICAL HOOPERS 
HOOPERATING 


@ MORNING 
@ AFTERNOON 


THAN ANY OTHER 


DES MOINES 


PERSONALITIES 


FABULOUS 


ANY KATZ MAN 
WILL TELL YOU THE FULL 


RESULTS STORY! 


°C. E. Hooper Audience Index, City Zone — July-Aug. 1950 


SALES 
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ATZ AGENCY 


-_There’s ALWAYS Something 
Going On at WSYR. 


Without a penny of added cost to the ad- 
vertiser, WSYR’s radio shows get the full 


promotion treatment: 


ore 18,073 lines of newspaper advertising each month 
e Full schedule of courtesy announcements 


e Lots of direct mail 


You want your program to be heard, don*t you? 


So-—you put it on WSYR 


"NBC Affiliate * Headley-Reed, National Representatives 


ae Frequent contests and other publicity stunts 
es Merchandising counsel and service 


' AM @ FM e@TY 
The Only COMPLETE Broadcast Institution 
in Central New York ; a 


Guarantees Sprinkled Liberally in 
TV Set Makers’ Many Ads on Color 


(Continued from Page 1) 
been giving his TV audiences more 
or less the same advice since. 

Biggest boost to the stock of the 
give-us-color-now school of 
thought this week came from four 
major New York retail chains, and 
from Westinghouse Electric Corp. 
and Bendix Aviation Corp., both 
of which announced plans to make 
color receivers. 


ain full-page newspaper copy, 
Dynamic Stores offered potential 
set buyers a written guarantee of 
color conversion for $49.50 or less 
for all leading brands of television 
sets. The guarantee will be given 
to purchasers of b&w sets. The 
chain said the converters and 
adapters will be provided “when 
they are available.” 

Going a step further, Vim’s 31 
stores ran an ad stating: “Vim 
guarantees color to all its custom- 
ers. All Vim customers old and 
new will receive color conversion 
at. absolute cost. All Vim television 
customers (past or present) are 
entitled to color conversion when 
desired by merely applying for a 
color guarantee. 

“If you have been holding back 
the purchase of a new TV set for 
your own home, you can now buy 
with the assurance that Vim will 
convert your set to color when you 
so desire, at absolute cost.” 


ms Davega, operator of 25 stores, 
which claims to have sold more 
than $25,000,000 of TV sets, in 
full-page ads pledged “to sell the 
adapters when available—at the 
lowest prices possible.” 

Sears—also in a newspaper ad 
carrying the addresses of its met- 
ropolitan stores—stated: ‘“Con- 
cerning color TV. A written guar- 
antee is furnished with the sale 
of every Silvertone television re- 
ceiver which reads in part as fol- 
lows: ‘Sears guarantees that Sil- 
vertone television receiver model 
—purchased on (date) can be 
adapted to receive color television 
programs transmitted in accord- 
ance with standards established by 
FCC on Oct. 10, 1950.’” 


w This frank effort on the part 
of these mammoth video set sup- 
pliers to keep customers coming 
into their stores is one of the best 
indications to date of the effects 
of the color publicity on b&w set 
sales. 

In answer to the question that 
“every retail TV dealer” is asking, 
namely—‘‘What can I tell my cus- 
tomers to keep them buying black- 
and-white _ receivers?”—R. ; 
Fordyce, general sales manager of 
the television and broadcast re- 
ceiver division of Bendix, said 
Bendix will “make the color con- 
verter connection available, with- 
out extra cost, on TV sets now be- 
ing produced. 

“To take care of, the thousands 
of Bendix sets now in customers’ 
hands, this converter connection 
will be available immediately to 
all Bendix dealers in kit form, 
which any service man can in- 
stall,” he added. 


a Westinghouse has notified its 
distributors that it will provide 
adapters and converters to enable 
present sets to pick up color tele- 
casts. Commander Television 
Corp., a newcomer to the ranks of 
TV set manufacturing, said it will 
begin shipping sets equipped with 
adapters in ten days. Converters 
will also have to be added to en- 
able these sets to pick up color 
telecasts. 

As more replies continue to come 
in from Hallicrafter Co.’s recent 
survey of the attitude of TV sta- 
tions toward color TV, it is appar- 
ent that TV stations are reluctant 


to begin color broadcasting for 
two principal reasons: They do not 
wish to sacrifice the b&w audience 
which they have spent fortunes 
to help create, and they are un- 
willing to sacrifice revenue from 
b&w time, which would have to 
be cleared for color videocasts. 

A total of 107 stations were 
queried by Hallicrafter regarding 
their plans for color telecasting. Of 
63 replies, 54 turned thumbs down 
on the idea, six had no comment, 
and three said that they will be- 
gin color broadcasting. 


es No returns were available as 
ADVERTISING AGE went to press on 
another manufacturer-sponsored 
survey. Raytheon Mfg. Co. sched- 
uled full-page ads in dailies in 50' 
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cities to give the answers to the 
question: “What are the straight 
facts about color television?” Jy. 
cluded was a questionnaire asking 
customers and potential customers 
how they feel about color TV. 
Stromberg-Carlson’s newspaper 
ad-message to its customers wag: 
“For years to come the great pro. 
grams on television will be ip 
black-and-white. Some day, color 
may also have a place in televisigy 


| programming, just as you now sg@ 


some movies in color. If and whey 
color telecasting becomes a facto 
in your community, this supple 
mentary broadcasting service cap 


SELL BY MAIL’ 


My letters and paigns have pulled 
ders totaling millions of dollars. One Gardn 
brought 3800, $7 raincoat orders; another let: 
pondence schoo! sales; 
Poti 
a 


Freot lias phaaket sil sales letts ~ 
Submit fotalied outline of yoo! small ecliine ak 


si 
. d 
- Analysis and suggestions free 


ERNEST F. GARDNER $2,"2+* £4 34.8 


Published by 
ASSOCIATION * 666 Lake Shore Drive * Chicago 11 


SHOULD A CIRCULATION BE? 


When asked how long a man's 
legs should be, Lincoin re- 
plied, “‘Long enough to reach 
the ground."' Applying the 
same good sense to home 
goods magazines, a publica- 
tion's circulation should be 
big enough to reach the buy- 
ers you want fo sell. . . no 
bigger. REVIEW's 8,046 deal- 
er-buyer circulation reaches 
the men who buy for the fur- 
niture and home furnishings 
stores that do 85.4% of total 
industry volume. No other 
home goods publication 
reaches as many .. . no mat- 
ter what its circulation. 


4 


Write for your copy of report on independent survey ‘Executive 
Reading Habits in the Home Goods Industry." 
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be received in color by adding a 
suitable converter to current 
Stromberg-Carlson television mod- 


els.” 


s American Television in Chicago 
invited the public, in a newspaper 
spread, to “place your order now 
for color television.” The ad de- 
clared, in the boldest approach of 
any, that American would guar- 
antee a 100% trade-in allowance 
on any b&w set bought in the next 
90 days on the purchase of a color 
receiver any time during 1951. 
The offer applies to the company’s 
own sets, as well as to other makes 
sold at retail. 

“Now is the right time to buy 
television. The set you buy today 
can be converted to receive pro- 
grams from color stations,” as- 
serted a Motorola ad. 

“Nobody is going to obsolete 
over 100 million dollars’ worth of 
TV entertainment,” General Elec- 
tric told newspaper ad readers. 

Kaye-Halbert Corp., Culver 
City, Cal., bought newspaper space 
to advise Mr. and Mrs. America 
to enjoy TV now and worry about 
color later. Kaye-Halbert sets will 
be adapted to color “when it comes 
to your area,” the company prom- 
ised. 


s Admiral Corp., in a full-page ad 
in Retailing Daily, went on record 
that “there will always be black- 
and-white television.” The com- 
pany warned against buying a CBS 
color set, because it may be obso- 
lete later and “would be limited 
in size to a 10” picture.” 

Muntz TV Inc., Chicago, ran 
full-page ads saying “color is here” 
and reassuring present and future 
Muntz set owners that “your pres- 
ent set is ready ...on a moment’s 
notice... for low-cost application 
of the FCC-approved CBS color 
system.” 

Muntz’ ad said the company “is 
not primarily concerned about the 
debate now raging” because its 
own “responsibility in the matter 
lies in providing all Muntz TV 
owners with low-cost color recep- 
tion as quickly as possible, no mat- 
ter the system chosen.” It says 
Muntz sets have been engineered 
to integrate with any system. 


55 More Business 
Papers Raise Rates 


Cuicaco, Oct. 27—Fifty-five 
more business publications an- 
nounced rate increases this week. 

Only one consumer publication 
announced a rate increase this 
week. Scholastic Magazines 
changed its basic one-time page 
rate from $2,350 to $2,725, raising 
its circulation base from 700,000 
to 825,000. The change is effective 
Jan. 1, with current advertisers 
protected through next May. 

The publications and their old 
and new basic rates are: 


Old New Eff. 
Rate Rate Date 
Advertising Age $542!/2 $5772 Oct. 31t 
American Ceramic 
Society Bulletin 172 200 Oct. 1 
Automotive Retailer 425 525 Oct. 1 
Bank News 150 175 dan. 1 
Canadian Beverage 
Review 85 100 Jan. 1 
Canadian Dairy 
& Ice Cream 
Journal 100 110 Jan. 1 
Chemical Processing 504 560 Feb. 1 
Coal Mining 135 162 Nov. 
Compressed Air 
Magazine 265 290 Oct. 1 
Controller 140 150 Nov. 1 
Dixie Contractor 114 120 Jan. 1 
Drug Merchandising 120 125 Nov. 1 
Eeetrical Digest 95 100 Jan. 1 
Finish 200 230 Jan. 1 
Food Processing 468 520 Feb. 1 
Fountain Service 440 485 Jan. 1 
& Under- 
Wear Review 290 320 Oct. 1 
Independent Petro- 
leum Monthly 160 195 Jan. 1 
Industrial Marketing 220 275 Sept.tt 
India Rubber 
World 165 189 Oct. 1 
Instructor, The 800 850 Feb. 
Insurance Magazine 135 150 Jan. 1 
International Steward 155 194 Dec. 1 
demeiry 185 250 Feb. 1 
We Prix Courant 100 10 Nov. 1 
UEpicier 110 120 Nov. 1 
lumber Merchant 40 45 Jan. 
Wat 246 260 Jan. 2° 


Last Minute News Flashes 


Whitehall Newspaper Drive Introduces Melcalose 

New York, Oct. 27—Whitehall Pharmacal Co.’s proprietary drug 
division is introducing its new Melcalose tablets with 1,000-line ads in 
about 20 newspapers throughout the country, and is developing plans 
for using consumer magazines and possibly radio and TV next year. 
Current ads declare: “New medical discovery must end constipation or 
we pay doctor’s fee.”” Biow Co. handles the account. 


Thayer Baby Carriage Account Goes to McCann 


GARDNER, Mass., Oct. 27—Thayer Inc., baby carriage manufacturer, is 
switching its account from Batten, Barton, Durstine & Osborn to 
McCann-Erickson. John F. Casey of McCann’s Boston office will be 


account executive. 


National Dairy Tests Barx; Other Late News 

e@ Barx dog food is being tested by National Dairy Products Corp. in 
Fort Wayne, Ind., using newspapers and a money-back guarantee of- 
fer. Dancer-Fitzgerald-Sample is the agency. 


e Beatrice Foods Co., Chicago, will begin testing its long-promised 
frozen chocolate milk concentrate soon in Chicago. Only point of sale 


advertising will be used at first. 


e Monsieur Inc. will introduce Monsieur perfume for men, with six 
teaser ads in The New Yorker Nov. 4 and teasers and a page Nov. 11. 


e John S. Allen, Jell-O’s sales and ad manager, has been named by 
General Foods as special assistant to the general manager of Birds 
Eye-Snider Division. George Plass succeeds Mr. Allen on Jell-O. 


e@ General Foods is introducing a new sugar-coated puffed rice product, 
Post’s Krinkles, with newspaper test ads in New York. Foote, Cone & 
Belding, Chicago, is handling the campaign. 


e Not only is there no evidence of confusion over the shift of Archi- 
tectural Forum to “The Magazine of Building,” but Time Inc. attorneys 
say Forum has “every legal right to the present name style,” the 
magazine said Oct. 27 in reply to Buildings’ charge of infringement 


(AA, Oct. 23). 
Mechanization 335 360 Oct. 15 
Mid-Continent 

Banker 150 200 Oct. 15 
Modern Plastics 300 340 Jan. 1 
Monopoly State 

Review 260 295 Oct. 1 
Motor Boating 460 495 Dec. 
Motor Canada 100 110 Jan. 1 
National Bowlers 

Journal & Bil- 

liard Review 275 300 Oct. 1 
National Provisioner 240 250 dan. 2 
National Publisher 175 225 Oct. 
North American 

Veterinarian 110 121 Jan. 1 
Pacific Marine 

Review 220 240 Oct. 1 
Package Store 

Management 370 420 Oct. 1 
Professional Golfer 180 198 Nov. 1 
Radio-Electronics 585 655 April 1 
Restaurant Review 150 250 Jan. 1 
Rubber Age 160 180 Oct. 1 
Science 180 200 Jan. 1 
School & College 

Management 360 395 April 
Southern Automotive 

Journal 275 300 Jan. 1 
Southern Bankers 

Directory 100 115 Jan. 1 
Southern Pharmaceu- 

tical Journal 113 125 Nov. 1 
Southwestern Baker 120 135 Oct. 15 
Southwestern Pur- 

chasing Agent 85 100 Nov. 1 
Spirits 185 210 Dec. 1 
Tide 360 425 Jan. 1** 
Veterinary Medicine 125 140 dan. 1 
Welding Journal 185 230 Oct. 2 


Western Machinery 
& Steel World 220 240 Oct. 1 

jCurrent advertisers protected at the lower rate 
through Jan. 29. 

ttTwelve-time rate of $180 superceded by 13- 
time rate of $225. Current advertisers pro- 
tected at the old rate through January. 

*Current advertisers and contracts received before 
Jan. 2 will receive the benefit of lower rates 
through June, 1951. 

**Advertisers who contract for six or more in- 
sertions will continue to receive the benefit 
of present rates for all of 1951. 


Dorland Lambasts 
Arthur Murray As 
It Quits Account 


New York, Oct. 27—Dorland 
Inc. this week gave Arthur Murray 
Dance Studios four weeks’ notice 
of its resignation as agency for the 
Arthur Murray telecast over Du- 
Mont. 

Ruthrauff & Ryan, which has had 
all the Murray account except for 
the recent TV activity for 30 years, 
will replace Dorland, Mr. Murray 
told ADVERTISING AGE. 

Effective Sunday (Oct. 29), the 
program, which has been an hour- 
long music and variety session 
with Mrs. Murray as emcee, will 
be revamped. 

Dorland’s reasons for resigning 
the account were detailed in a 
two-page letter to Mr. Murray: 

“It was found that although you 
were considered to be a valuable 


1| and good account for the agency, 


the overburdening interference 


you imposed upon all personnel as- 
sociated with ‘The Arthur Murray 
Show’ made the presentation of a 
professional television show an im- 
possibility. This fact is borne out 
by the heated resignations of the 
script writer, the director and the 
video director of the program. . . 
“We feel that your new idea for 
splitting the program into two seg- 
ments and operating the second 
segment as a mail order catch-all 
is ill-advised and... would auto- 
matically reflect discredit on us.” 


es Early this summer, Huber Hoge 
& Sons handled a couple of net- 
work video programs for Murray. 
TV on the account shifted to Dor- 
land a few weeks ago when that 
agency delivered a good time spot 
for an hour program. 

Mr. Murray estimated that his 
215 dance studios will spend 
$5,000,000 on advertising this 
year, dividing it among newspa- 
pers, radio and TV. Local studios 
reportedly cooperate in paying 
television time costs. The show is 
budgeted at between $25,000 and 
$30,000 weekly, according to Mr. 
Murray. 

Ruthrauff & Ryan billings will 
include TV expenditures and New 
York mewspaper space, which 
ranges between $150,000 and $200,- 
000 yearly, he said. 


Spingarn Named to FTC 
Under Interim Appointment 


The Federal Trade Commission 
is up to full strength again with 
the “swearing in” of Stephen J. 
Spingarn, former presidential as- 
sistant, who was appointed to the 
unfinished term of the late Ewin 
L. Davis. 

Mr. Spingarn took office under 
an interim appointment, issued by 
the President. He must still be con- 
firmed by the Senate, when Con- 
gress reconvenes. 


Builds Lithographing Plant 


Consolidated Lithographing Co., 
New York, has broken ground for 
a new $2,500,000 plant on Glen- 
cove and Westbury, in the Carle 
Place section of Long Island. Cov- 
ering approximately ten acres, the 
new building will serve as execu- 
tive headquarters as well as the 
firm’s key production plant, where 
more than 600 people will be em- 
ployed. It will take about a year to 
complete. 


Paul Stoddard Joins ‘Flair’ 

Paul Stoddard, formerly adver- 
tising manager of Radio-Television 
Life, has joined Flair as West 


~~ 
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BORROWED-—Aligaver’s, Chicago restau- 
rant, appeals to ion groups in 
this four-color page, which appeared in 
the Chicago Tribune. The ad was 
planned by the Tribune after obtaining 
permission from the French Line to use 
the illustration in the steamship com- 
pany’s recent magazine ad. The All- 
gaver’s ad was placed direct. 


Farmer-Business Men 
Relations Must Be 
Improved, APA Told 


CuicAGco, Oct. 25—Dr. Rex F. 
Harlow, public relations counsel, 
Palo Alto, Cal., urged publishers 
of farm publications to study at- 
tempts to improve farmer-business 
relationships at the annual Agri- 
cultural Publishers Assn. meeting 
here yesterday. 

He described a “pilot program” 
now in operation in California’s 
San Joaquin Valley. The program 
is designed to persuade farmers 
and business men that they have 
parallel economic and political in- 
terests, and to stimulate them to 
take joint action on both fronts. 

Results of the plan probably will 
be compiled before next fall and, 
if successful, the program eventu- 
ally may be extended to other 
counties throughout the U.S. Four 
publications—Capper’s Farmer, 
Farm Journal, Fortune and Life— 
reportedly are preparing editorial 
material reviewing the pilot study, 
Dr. Harlow said. 


s Ed Lipscomb, director of public 
relations for the National Cotton 
Council of America, urged the 
publishers of farm publications to 
use their editorial columns in an 
attempt to halt the drift toward 
collectivism. 

The Agricultural Publishers 
Assn. members also heard a report 
on results of the recent APA-spon- 
sored farm study, previously pre- 
sented at the annual Assn. of Na- 
tional Advertisers meeting this 
fall (AA, Oct. 2). 

New officers of the APA in- 
clude: J. E. Edwards, president of 
Prairie Farmer Publishing Co., 
president of APA; Oscar M. Dug- 
ger, western manager of Progres- 
sive Farmer, vice-president; P. E. 
Spivey, publisher of Southern 
Planter, secretary, and Frank X. 
Gaughen, western manager, Cap- 
per Publications, treasurer. 


s Farm Publication Reports Inc. 
also held its annual meeting here 
this week and elected Mr. Edwards 
president. Other officers include 
Fred O. Toof of Western Associ- 
ated Farm Papers’ Chicago office, 
vice-president; Tom Hickey, ad- 
vertising manager of Nebraska 
Farmer, secretary, and Frank X. 
Gaughen, treasurer. 

Arizona Farmer and Arkansas 
Farmer joined Farm Publication 
Reports, bringing the total mem- 
bership up to 40. 


Edwards Appoints Humphrey 
Edwards Co., Norwalk, Conn., 
manufacturer of electric signal- 
ing, communication and protection 
equipment, has appointed H. B. 
Humphrey Co., New York, as its 


Coast advertising representative. | agency, effective Jan. 1. 
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SNPA Condemns 
Price Increase 
of Newsprint 


WHITE SULPHUR SPRINGS, W. VA., 
Oct. 27—Resolutions condemning 
increases in newsprint prices were 
proposed today at the convention 
of the Southern Newspaper Pub- 
lishers Assn. They were referred 
to the newsprint and newsprint 
mill committees for consideration. 

One of the resolutions proposed 
assisting the two existing south- 
ern newsprint mills to increase 
capacity, and encouraging the 
construction of two additional 
mills now under consideration. 
State legislation to provide favor- 
able tax treatment for new mills 
was also proposed. 

Richard W. Slocum, Philadelphia 
Evening Bulletin, 
retiring chairman 
of the Bureau 
of Advertising, 
said in view of 
newsprint prices 
and probable fur- 
ther wage in- 
creases, newspa- 
per rates are in- 
adequate. He 
urged newspa- 
pers, in attempt- 
ing to reduce 
costs, not to decrease their ex- 
penditures for getting business. 


Richard Slocum 


= In any adjustment of newspa- 
per rates, Frederic R. Gamble, 
president of the American Assn. 
of Advertising Agencies, urged, 
the differential between local and 
national rates should be established 
on a more equitable basis. 

He expressed the belief that ad- 
vertising volume will continue 
high and that shortages may not 
be as severe as had been predicted. 

Ralph Nicholson, Tampa Times, 
recently returned from Europe, 
where he served as public affairs 
officer for the Allied High Com- 
mission in Germany, said that Ger- 
many is the key to the peace of 
Europe and urged that it be re- 
armed. 

James G. Stahlman, Nashville 
Banner, was the author of a vigor- 
ous resolution adopted by the as- 
sociation providing for the estab- 
lishment of a committee to gather 
and disseminate information re- 
garding the South and its indus- 
trial and economic progress, He 
said that the conditions in the 
South have often been misrepre- 
sented, and that its amazing prog- 
ress should be properly publicized. 


a K. A. Engel, Little Rock Demo- 
crat, was elected president of the 
SNPA, succeeding Clarence B. 
Hanson Jr., Birmingham News 
and Post-Herald, who becomes 
chairman of the board. 

M. G. Chambers, Knoxville 
News-Sentinel, was reelected 
treasurer and Walter C. Johnson 
reelected secretary-manager. 

New directors are Hugh B. Pat- 
terson Jr., Little Rock Gazette; 
Robert C. Millar, Jacksonville 
Times-Union; John B. Gaines, 
Park City News, Bowling Green, 
Ky.; H. T. McGee Jr., News & Cour- 
ier, Charleston, S. C., and Carl A. 
Jones Jr., Press-Chronicle, John- 
son City, Tenn. 

The West Virginia Newspaper 
Publishers Assn. and the eastern 
and southern regional groups of 
the National Newspaper Promo- 
tion Assn. held sessions concur- 
rently with the SNPA. 


North Joins Moloney, Regan 


Walter S. North, formerly na- 
tional advertising manager of the 
now-defunct Oakland Post-En- 
quirer, will join the San Francis- 
co office of Moloney, Regan & 
Schmitt, publishers’ representative, 
effective Nov. 1. 
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Myer Appoints Katz Agency |WLW.WLW-T Ups Waterman 

Joseph Katz Co., New York, has| Mrs. Elsa Waterman has been 
been appointed to handle all ad-| promoted to executive assistant to 
vertising of Myer 1890 Bottling) Ken Smith in the promotion de- 
Co., New York. Newspapers, ra-| partment of WLW and WLW-T, 
dio and subway posters will be Cincinnati. She will handle the tal- 
used. Arthur Rosenberg Co. for-| ent division. 


merly handled the account. 
Miracle Display to Suburban 
WKEBW Opens New Studio Miracle Display Co., Houston, 
Radio station WKBW officially; window displays and mannequin 
opened its new studio and offices refinishing, has appointed Subur- 
at 1430 Main St., Buffalo, on Oct. ban Advertising Agency, Houston, 
27. \as its agency. 


Covers te CALIFORNIA PETROLEUM 
INDUSTRY LIKE A Sue 


Si, Sefior! If you want real 
California coverage among 
the big, qualified West Coast 
Petroleum Industry buyers, 
Petroleum World es incom- 
parable. Petroleum World 
covers California like a sarape 
—"blanket” to you—and .. . 


5000 pws 


CIRCULATION 


OFFERS YOU ALL THESE 
big, BIG advantages. 


@ California's only month- 
ly oil publication. 


@ Greatest West Coast 
circulation of any oil 
book. 


@ Oldest California oil 
publication— 
established 1910. 


@ Greatest reader interest. 
More pictures, per- 
sonalities, new 
equipment news. 


@ Lowest cost per reader. 
Milline rate $0.04. 


To be sure of California, be sure 
to schedule Petroleum World. 


Contact our local 
representative 
or write direct 


PETROLEUM WORLD 


412 West Gth Street + Los Angeles 14, Calif. + Phone MU 1391 


When you think of BUFFALO 
Think of 8 COUNTIES 


@ When you use the Sunday Courier Express to sell Buffalo, you 
also sell all 8 Western New York Counties profitably and econom- 
ically...for this great Sunday paper offers the best coverage to 
blanket the 17 communities with over 10,000 population and the 
rest of this rich market. 


BUFFALO 


Courier]: 


it Gets Results 
BECAUSE 
it Gets Read Thoroughly 


~ EXPRESS |: 


REPRESENTATIVES: saiege 
OSBORN, SCOLARO, MEEKER & SCOTT 


*ABC Audit 9/30/49 | 


National Nielsen-Ratings of Top Radio Shows 


Week of Sept. 17-23, 1950 
All figures copyright by A. C. Nielsen Co. 
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Inhiston Features Jum. 
Money-Back Offer Rook: 


Mon Tciair, N. J., Oct. 24—Unig , 
Pharmaceutical Co., maker of Forb« 


.}all in San Francisco; 


Current Previous Homes Current —_ Points | histon, has come up with a moms W 
, ore EW 
— oo cial ee: eae than-your-money-back offer, Forbes 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,849) (7.0) (—0.2)| It is using 35- to 300-line ajfwhich | 
1 1 Lx Radio Thest at (CBS, Lever Bros.) ........-. 6,675 164 +3 in more than 100 newspapers fiipooks 0c 
2 y riend rma . DP aceebecoececcects v . 92 cities to bet consumers $1 , ew 
Walter Winchell (ABC, Hudnut) ........... .. 5,006 12.3 5.9 , : a 0 
a ‘ Jack Benny Show (CBS, Lucky Strike)... 11.3 *°2|Inhiston will stop cold-caug volumes 
a } nary Pelee a Soe Seer Gren) .. a $3} sniffles and sneezes. The guarantelfjighter s 
ildersleeve yp MPEIOD cccccccccccesces , : : 4 
7 21 Hollywood Star Playhouse (CBS, Bromo-Selizer) 4, 10.5 +14| States that if Inhiston doesn’t qf “Dear 
8 * Theater Guild on the Air (NBC, U. S. Steel) oy PY the trick after a three-day picture < 
19 sir. and Mrs. North (GBS, ‘Colgate) ===... 104 +23] according to directions, the ewMnual st 
tomer need only return the sembled 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,669) (4.1) (+0.1)| finished bottle (36-tablet size) Wi Heimann 
2 i Ses oes, PAS), bic citi vinedaiecen 3178 x : +3 get his $1—two cents more th pear Oct. 
ydol Show " Cevseereersoccecccnrs ’ his original investment. The ing of 5,' 
3 3 Lone Ranger (ABC, General Millis) .............. 2,768 6.8 +0.4 will run twice weekly through tl $1.50. 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7) (+0.1) |} next four weeks. On No 
bf Rate (en Fa? esgic «ES ERE onaot April ie‘also being mal teeght 
omance elen Tre BS, itehall) ....... , .2iend o pril, is also eing © Thoughts 
3 3 Our Gal, Sunday (CBS, Whitehall) ....... 378 8.3 0.5]. : Sear A 
4 10 Wendy Warren (CBS, General Foods) &0  410|via Transit Radio in Washingtmll, 544-pa 
: ; Sot Seow {eee Low SS reece ae +34 and spots in Kansas City. Cecil # forbes, 
ister ip POEM) cocecsceeesecsseseseee . }. ry 
> 2 Galdleg Light (008, 000)... 74  +0.3| Presbrey is the agency. month b; 
H if Arther cote. (CRS, Lies & Myers) .......... 3,012 74 <3 Stock Gu 
ose "is | ) MUPERERERERE TEESE - ° . 
1 46 Ss Paper Verge Pouily (006, P68) 2. 2'808 69  —02| Court Denies McGraw-Hill Forbes 
AVERAGE FOR ALL PROGRAMS) (1,221 3.0, +0.2 Petition to Ap i Case ee toe 
~_ a. RE R... an palm « ese . ) ee ( a ( po McGraw-Hill Publishing Co! light tou 
Ve Alec cet Dy yaaa ’ : petition for permission to appe 
2 3 Shadow (MBS, DL&W Coal-Grove Labs.) ......... 2,646 6.5 11 
3 2 Martin Kane, Private Eye (MBS, U. S. Tobacco) . 2,401 5.9 to2| the Caldwell-Clements breach gif Hillman 
contract suit (AA, Feb. 13) to thi Confes: 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,076) (5.1) (+0.1)| court of appeals has been denig azine, ha 
1 1 Armstrong Theater (CBS) ...........seseeceees 704 91 —o5| by the appellate division of thiiman Wor 
2 2 Grand Central Station (CBS, Pillsbury) .......... 3,541 8.7 +0.4| New York supreme court. Josepiliman Ron 
3 5 Cedric Adams (CBS, Pillsbury) ..............055 3,134 7.7 +0.3| Gerardi, vice-president and treasil two-mon 
Fo res nc t urer, told AA that McGraw-Hil§Group bé 
“aet cane en fen it SE es = petition the court of app the he 
. irectly for permission for a $1,700 to 
Hooper Network Teleratings hearing. Group ra 


TV Home Base: Oct. 1-15 


New York, Albany, Schenectady, Rochester, Syracuse, Buffalo, Colum- 


bus, Cincinnati, Dayton, 


Texaco Star Theater (NBC) ...........00- 57.6 
Toast of the Town (Lincoln-Mercury, CBS) ..38.8 
Godfrey's Talent Scouts (Lipton, CBS) ....36.1 
Fireside Theater (P&G, NBC) ............ 35.3 
Godfrey and His Friends (Chesterfield, 
Pillsbury, Toni, CBS) 

Cactus Jim (Sustaining, NBC) 
Philco Playhouse (NBC) 


Toledo, Cleveland, Akron 


Lucky Strike Theater (NBC) 
Man Against Crime (Camel, CBS) 


Original Amateur Hour (Old Gold, NBC) ... 
Stop the Music (Admiral, Old Gold, ABC) 
Hopalong Cassidy (General Foods, NBC) 


Lights Out (Admiral, NBC) 
Big Town (Lever, CBS) 
Horace Heidt (Philip Morris, CBS) 


Fete eee wees 


Caldwell-Clements, publisher 
Radio & Television Retailing, ; 
has filed papers appealing the 
fusal of state supreme court Ju 
tice Dickstein to entertain a co 


Hotpoint Names Three 


Fred J. Walters, vice-president 
of Hotpoint Inc., Chicago, electric 
appliance manufacturer, has been 
named defense coordinator for the 
company. Mr. Walters will be 
chairman of the defense contract 
committee. Edward R. Taylor has 
been promoted from sales manager 
to general sales manager, and John 
F. McDaniel has been promoted 
from assistant sales manager to 
sales manager. 


Five to Wyckotf Agency 


Wyckoff Advertising Agency, 
San Francisco, has been named to 
handle the following accounts: 
Gimbal’s Candy, Franciscan Hotel 
and San Francisco Baptist College, 
Redwood 
Empire Fine Foods, Santa Rosa, 
Cal., and Valley View Hatchery, 
Hayward, Cal. 


Signs Tournament of Roses 


Prudential Insurance Co. of 
America, Newark, N. J., has signed 
to sponsor the Pasadena Tourna- 
ment of Roses, Jan. 1, 1951, over 
KTTV, Los Angeles. The telecast 
will be micro-waved to San Fran- 
cisco, where it will emanate from 
KPIX. Botsford, Constantine & 
Gardner is the agency. 


Federal Signs TV Series 


Federal Department Stores, De- 
troit, has signed to sponsor the 
Federal TV Shopper Show on 
WXYZ-TV, Detroit, 1:30-2 p.m., 
EST, Monday through Friday. The 
program features demonstrations 
and discussions of Federal mer- 
chandise. W. B. Doner & Co., De- 
troit, is the agency. 


Appoints Davis & Co. 


Southern California Poultry Co., 
Los Angeles, Poppy brand turkeys, 
has appointed Davis & Co., Los An- 
geles, as its agency. Newspapers, 
television and point of sale will 
be used. 


Joins Palm & Patterson 


Ralph Maitland, former vice- 
president of The Shaw Co., Los 
Angeles agency, has joined Palm 
& Patterson Inc., Cleveland, as 
sales manager. 


‘Highway Traveler’ Names 2 
Highway Traveler, Chicago, has 
named E. A. Jones, editor, as vice- 
president and general manager. 
Mr. Jones will be in charge of all 
editorial and advertising for the 
magazine. R. M. Reimlie has been 
named to the advertising depart- 


ment. 


tion trade publications. 


Appoints ]. Branch Briggs 
General Laboratory Associates 
Inc., Norwich, N. Y., has appointed 
J. Branch Briggs, Philadelphia, as 
its agency. The company, which 
manufactures aircraft and elec- 
tronic products, plans to use avia- 


Chicago 5,1 line 


431 S. Dearborn St., 


050 to $ 
tees: Wo 
000 «fror 


32.3| tempt motion. Action for damage 
4 is planned by Caldwell-Clements 
30.1 
29.8 Irish Linen Week Set 
275 Irish Linen Guild has announee 
27.5|that National Irish Linen Wed growing 
will be held the week of May 14 
repeating last year’s successfilgy DEPART) 
store promotion. "I 
for a m: 
Stanley-Guerin Moves a 
Stanley-Guerin Co., New Yo (3) 
agency, has moved to larger quar 
ters at 1440 Broadway. Good sal 


*U. S. Bureau of Census. 
(‘Course the Stork came too!) 


“The Yanks Are Coming”... 


C1 (Theyre Aree 
ek! Mey 


James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC 


During the past ten years 342,261* of 
these good, solid citizens have mov 
into WIOD’s 17-county primary 
market to stay! And boy, we're 
pushing the million mark close. 


If you’ve a man-size selling job you 
want done in Florida’s most thickly 
populated area...send it on down, 
we'll do it for you, but good! 


If you want more details, consult 
our Rep, George P. Hollingbery Co. 
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Hum -rous Business 
BO oks Scheduled by 
"Forbes Publishing 


New York, Oct. 25—B. C. 
Forbes & Sons Publishing Co., 
which heretofore has published 
pooks occasionally, begins shortly 
a new policy of publishing 24 
yolumes a year, mostly on the 
lighter side of business. 

“Dear Stockholder,” an 80-page 
picture and caption spoof of an- 
nual stockholder’s reports, as- 
sembled by Forbes editors Bob 
Heimann and Roger Fox, will ap- 
pear Oct. 31, with an initial print- 
i ing of 5,000 copies. It will sell for 
wm $1.50. 

us Nov. 15, the company will 
at thBissue “Forbes Scrapbook of 

aie Thoughts on the Business of Life,” 

a 544-page compilation by B. C. 

Forbes, to be followed in one 

month by “Forbes Annual Growth 

Stock Guide,” a $15 affair. 

ll Forbes is currently seeking 
manuscripts on anything giving a 
light touch to business. 


Hillman Adds ‘Confessions’ 
Confessions, 25¢ romance mag- 
azine, has been added to the Hill- 
haa man Women’s Group and the Hill- 
man Romance Group following a 
two-month test. The Women’s 
l@ Group b&w rate remains at $2,500, 
the Romance Group is upped from 
$1,700 to $1,750, and the Movie 
Group rate is decreased from $1,- 
050 to $975. Circulation guaran- 
tees: Women’s Group, down 50,- 
000 from 1,500,000; Romance 
Group, up 50,000 from 950,000; 
Movie Group, down 100,000 from 


ages® 550,000. 
ments) 
PROMOTION DIRECTOR 
punee and advertising manager for 
Week growing, independently ewned and 


lay aggressively operated 


DEPARTMENT STORE 
(Present volume $3 to $4 million) 
This is an exceptional opportuni 
for a man with 
(1) A sound retailing background 
(2) creative ideas and imagina- 


on an 
(3) the “know-how” to achieve 
results 


Good salary and bonus arrangement. 
In reply give complete information 
as to age, employment history, ex- 
perience and present earn . Our 
executives are advised of this ad. 
—F pentes will be kept in strict 


Col ence. 
Box 7742, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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mentioned in print. 


lhe Creative Wan’ Corner 


It is quite to be expected that this Ritz cracker ad would 
cause some comment—and controversy—in the ad business. 
It’s a departure from the norm. It shows, at least, a modicum 
of thought. And a good many admen, in a period when paste 
and scissors seem to be put more often to use than brains or 
imagination, may wish they had bestirred themselves suf- 
ficiently to have thought of something so different. 

As in Ritz’s previous departure from the norm—some time 


a gt double-page spread—the 


resting attention and bringing the reader up short by throw- 
ing at him something different from what he usually finds, 
The Corner wonders why Ritz didn’t simply buy a single 
color, in reverse, and just print the name “Ritz Crackers” at 
the bottom. It would have been just as “different”—and con- 
siderably less of a strain on the client’s pocketbook. 

Besides, The Corner feels it the duty of every adman to 
sell readers on the merits of the product—not on his particu- 
lar merits as a fabricator of advertisements. And Ritz has 
definite advantages as a cracker that might profitably be 


Undoubtedly, of course, the client in this instance was per- 
fectly happy about the whole thing, or he never would have 
okayed it in the first place. Yet The Corner wonders if ad- 
men—and advertisers—do not too frequently let their sophis- 
tication get the better of their horse-sense. As an advertise- 
ment intended to sell merchandise, The Corner finds such 
deviations from the simple expedient of saying something 
about the product a waste of time, effort and money. 


ago, now, and in a 
' Corner finds nothing 
| particularly brilliant, 
from either a sales or an 
advertising standpoint, 
in this free and lavish 
use of white space. But 
then the occupant of this 
space never goes for ads 
as examples of technical 
excellence—he looks for 
how well they seem 
fitted to accomplish the 
end the advertiser de- 
sires when he plunks 
down the dough for the 
space. 

If the purpose of this 
ad is to implant the 
name of Ritz in the 
memory by sharply ar- 


Newspapers Must Raise Rates: Tripp 


New York, Oct. 23—Asserting 
that newspaper advertising is “too 
cheap” and that its price has not 
kept pace with costs, Frank E. 
Tripp, general manager of Gan- 


400 North Rush Street 


Whithorn FOR AD-SETTING 
Geittorn FOR ENGRAVING 


Ghithorn FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Gaither Corporation 


Telephone WHitehall 4-2300 


¢ Chicago 11, Illinois 


nett Newspapers, declared last 
Thursday that the discrepancy 
must be met through “materially 
increased rates.” 

Mr. Tripp, who spoke before the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives, said flatly that “relief 
through reducing costs is utterly 
impossible.” 

‘Newspapers’ costs mount up- 
ward daily,” he said. “Some strong 
papers find their margins narrow- 
ing, their cushions disappearing. 
Important papers have suspended, 
others are threatened.” 

Additional linage in 1951, he in- 
dicated, would only bring another 
problem: where to put it. “News- 
print is alarmingly short and in- 
creasingly expensive. Its alloca- 
tion is more than likely.” 


a Mr. Tripp warned advertisers to 
prepare for “inevitable” rate 
boosts. “To remain the universal 
medium, the poor man’s university, 
the per-copy price of the news- 
paper must not rise beyond the 
acceptance of the masses. The 
reader met the last crisis. Higher 
advertising rates must meet this 
one. Increased volume could only 
meet it if vast new sources of 
newsprint could be created. 

“The problem,” he continued, 
“is therefore directly on the door- 
step of newspaper advertising de- 
partments. It all is a part of the 
inflationary period through which 
all business is passing. 

“Enterprises which survive must 
pitch their prices to each higher 
plateau upon which inflation 
pauses in its flight to God-knows- 
where. Our economy must keep 
newspapers virile and solvent, or 
we must go down fighting. News- 
papers will stay as strong as the 
guts of their publishers make 
them.” 


Starts New Paint, Sponge 
and Anti-freeze Drives 
Canadian Industries Ltd., Mont- 
real, is introducing its new syn- 
thetic rubber latex base paint, 
Speed-Easy Satin. Four-color 
pages are scheduled in French and 
English weekend papers, supple- 
mented by radio spots, which also 


will feature Dulux super white Serv 

and Cilux enamel. > 10 million D £ A L 7 R 
The company’s paint and var- including 

nish division is promoting C. I. L.| } 3 Million 

permanent anti-freeze, using roto- ao 

gravure in national weekend Blanket coverage retail lumber, 


building material and coal dealers. 
NORTHWEST publication covers 
Mi ta, Wi in, North and 


newspapers in November. C. I. L. 
cellulose sponges are being pushed 
in a syndicated advertising col- 
umn, plus nationwide radio spots. 
Ronalds Advertising Agency, 
Montreal, handles the three cam- 
paigns. 


South Dakota. 
1OWA publication covers lowa. 
1013 Fourth Ave. Se., Minneapolis 4, Minn. 


IN READERSHIP — 


OFFERED ONLY BY The AMERICAN BOTTLER 


REGULARITY of Léadecshy. 


Consistently high percentage of renewals PLUS steady increase 
in circulation. 


RESPONSIBILITY 4f 2eadecshye. 


The people who buy and specify your product make up the biggest 
percentage of the BOTTLER circulation. The owners, executives, 
managers, superintendents and foremen . . . the in-the-plant 
readers. 


RESPONSE 4f 2Eeadecshye 


Editorial leadership and great in-the-plant circulation make your 
advertising in The AMERICAN BOTTLER your biggest sales pro- 
ducing media. 


AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION 
Highest Total Net Paid; Total Beverage Bottling Plants, 
Highest Grand Total. 


5.2540 3 a bathe 
as 


Michigan 9849 


Woodward 2-7298 | Taylor 0888 


@ Soar in Syracuse... buying power 
well above national average...a 


® The above familiar marks 
and packages sample the na- 
tional advertisers who for 
years have had Burgoyne pre- 
test their sales and adver- 
tising programs. Take 
your choice of Bur- 
goyne’s dozen pretest 
cities to fit your distribu- 
tion and budget. Write 


for proposal today. 


good city in which to test the in- 
dustrial Northeast ...and complete 
coverage in the SYRACUSE 
HERALD-JOURNAL and POST- 
STANDARD! 
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. 7 2 IN THIS NEW ONE..... 
ipa = BOXBOARD CONTAINERS.. 


. « . there is a more comprehensive identification of the 
scope of a business magazine which reaches and reports on 
every segment of a vast industry. There are the ghosts of many 
a furrowed-brow conference preceding the decision to change, in 
the interests of clarity, an honored old name ... SHEARS . . which for 58 years 
had hallmarked a respected and useful magazine for three generations of box makers. 
There is also the pride the editors and publisher took in a contest to find the right new name . . which 
pulled more than 3000 entries from more than 1000 individuals . . from an industry in which there 
are not many more than 2000 companies. 
And there is the promise of better-than-ever coverage, features, make-up (including a larger 9” x 12” 
trim size), and appearance which BOXBOARD CONTAINERS will bring to its 2288 ABC readers . . 
largest paid circulation in the field . . along with the better advertising value which the magazine 
had always offered seliers to the box manufacturing industry. 


MA => «-22. E. HURON STREET 
a BA CHICAGO 11, ILLINOIS 


NEW YORK 10 cum SAN FRANCISCO 5 LOS ANGELES 5 SEATTLE 1 
210 : 625 3727 Terminal 


Fifth Avenue Market Street W. Sixth Street Sales Bldg. 
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